








IS47 ROGERS BROS. 


ORIGINAL ROGERS SILVERPLATE 


NO OTHER SILVERPLATE HAS THE BACKGROUND 
THAT 1847 ROGERS BROS. HAS 


NO. 2 





2 
Background of Merchandising 


2 
Background of Advertising 


3 


Background of Pattern Popularity 


4 
Background of Quality 


5 
Background of Controlled 


Distribution 








1847 Rogers Bros. Silverplate has a 65 year 


background of National Advertising. A record 





equalled by few of America’s gieat trade 





names—and not even remotely approached 


by any other brand of silverware. 


The accumulated effect of this long continued 
advertising plus the present dominating ad- 
vertising background makes 1847 Rogers Bros. 


the best known name in silverware. 


AND REMEMBER: 
CONTROLLED DISTRIBUTION 


means eliminating unfair competition — the 


retailer closes the sale—makes full profit. 





The quality mark of the 
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NEW YORK, 9-19 MAIDEN LANE - CHICAGO, MERCHANDISE MART + SAN FRANCISCO, 150 POST STREET + ST. LOUIS, AMBASSADOR BUILDING 
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THE JEWELERS’ RIGHT-HAND MAN 
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Greater Profits 

































Use the pages of B. A. & Co.’s catalog, the “Jeweler’s Right 
Hand Man,” to maintain a complete stock to meet the require- 
ments of your customers at all times. Every item is selected 
and backed by a house well known for its prompt and accur- 
ate service. Statistics show that all business is actually improv- 


ing. Let the B. A. & Co. catalog help you to improve your sales. 


BENJ. ALLEN & CO. inc 


The Silversmiths Building 
10 SO. WABASH AVE. CHICAGO, ILLINOIS 
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Te the truth 


in advertising and benefit by the con- 
fidence which you create in the public 
mind,” was the advice of Allen T. 


WERE IS THE FOUNDATION Vv 
nt, 
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Hupp, secretary of the Associated 
Retailers of Omaha, speaking recent- 
ly before the Nebraska Retail Jewel- 
ers’ Association in convention at Hotel 
Paxton, Omaha, Neb. 

Urging the jewelers to live up to 
their national recovery administration 


code, Mr. Hupp declared: 

“Tf every classification of busi- 
ness had on July 27, 1933, start- 
ed living up to their codes as 
they agreed to, complete eco- 
nomic recovery would have been 
accomplished by now.” 


dd 

This governments intends 
no injury to honest business. The 
processes we follow in seeking social 
justice do not, in adding to general 
prosperity, take from one and give to 
another. In this modern world the 
spreading out of opportunity ought 
not to consist of robbing Peter to pay 
Paul. We are concerned with more 
than mere subtraction and addition. 
We are concerned with the multiplica- 
tion of wealth through cooperative ac- 
tion; wealth in which all can share.” 
With the above statements, S. Clay 
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Williams, chairman of the National 
Industrial Recovery Board, ended his 
recent speech before the American Ar- 
bitration Association, the Chamber of 
Commerce of the State of New York, 
and the Merchants’ Association of 
New York at the Hotel Astor, New 
York. He concluded by saying: 
“Here in America the material 
means are at hand for the growth of 
true wealth. It is in the spirit of 
American institutions that wealth 
should come as the reward of hard 
labor of mind and hand. That is 


VM NOT TRYING TO TAKE fT- 
Ss | WANT YOU TO PUT IT 


Ss 





what we call a profit system. Its real 
fulfillment comes in the general rec- 
ognition of the rights of each factor 
of the community. It is not in the 
spirit of partisans, but partners, that 
America has progressed. The time is 
ripe for an alliance.of all forces intent 
upon the business of recovery.” 


p arker Morell’s 


fascinating tale of “Diamond Jim” 
Brady and his grotesque tastes in 
jewelry, reviewed in THE JEWELERS’ 
CircuLaR for November, 1934, has 
started a cycle of popularity for 
rhinestone reproductions of the trans- 
portation series, with inexpensive du- 
plications of his other sets on the way. 
The story is related by Miss Fred- 
erika Fox, of June Hamilton Rhodes, 
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Inc., in an address dealing with fash- 
ion impulses in costume jewelry. The 
designer of the “Diamond Jim” re- 
productions, says Miss Fox, first got 
the idea from a magazine article. Ob- 








taining the book, she proceeded to 
copy the charm bracelets, pins and 
fobs. A Fifth Ave. store bought 
them, advertised them and gave them 
a window. Trade and consumer pub- 
licity led to more orders, and a new 
costume jewelry fashion was born. 

Little did “Diamond Jim” think, 
when he ordered his railroad jewelry, 
that he was creating a depression anti- 
dote for the year 1935! 


dd 
Ethics is the 


science of human duty or the basic 
principles of right action,” said H. I. 
Rosencrans, Longmont, Colo., in a 
letter to the Gemological Institute of 
America. 

“If a merchant wishes to build a 
business which will thrive and en- 
dure, he must be concerned with his 
‘human duty’ to his customers, his 
creditors, and his bankers. In prac- 
tically all gem sales the customer must 
depend upon the integrity of the mer- 
chant: for information regarding the 
gem he is purchasing. And, natural- 
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ly, a customer will seek out a mer- 
chant he feels to be reliable. 

“Therefore, it is of greatest impor- 
tance for the merchant to acquire an 
accurate knowledge of his merchan- 
dise. It is his duty to protect his 
customers with a sound knowledge of 
the merchandise he is offering for 
sale, and to honestly inform him as to 
its value. A reputation for honesty 
is invaluable to the merchant.” 


Lonny pays 
in any business, particularly in the 
jewelry trade. There are many 
ways of extending courtesy—through 
spoken or written words and by your 
actions. . 

In this connection, the Hardy & 





Hayes Co., Pittsburgh, has an un- 
usual way of “saying good-bye” to 
everyone that leaves the store. On 
either side of the inside of the front 
doors there is a small white enameled 
shield, just above the door-knob, 
which reads, “Please Call Again.” 
That trite, but friendly, little mes- 
sage goes a long way toward cement- 
ing friendships and maintaining good 
will .”. . and it’s placed in such a way 
that you cannot miss it. 

But customers are not the only 
ones who should be greeted cour- 
teously. Salesmen who call at some 
stores are only too frequently given 
“the cold shoulder” when they aspire 
to call upon the proprietor. And 
business men who employ salesmen 
should be the last persons on earth to 
show discourtesy. 

The dean of newspaper men in 
Pittsburgh has always maintained 
that “the bigger a man is, the easier 
he is to approach.” 


—_— are some 

“do’s” and some “don’ts” in “Mark 
Time’s” article in a recent issue of 
the Gruen Sales Digest which every 
jeweler should save. The “don’ts” 
include: 

Don’t become technical. 

Don’t infer you know more than 

your customer. 


Don’t belittle his knowledge. 
Here are the “do’s”’: 
Appeal to the customer’s pride 
of possession. 
Emphasize the pleasure the ar- 
ticle will give. 


\ as 


 < 


Speak of the admiration and fa- 
vorable comments it will cause 
among friends and acquain- 
tances. 

Flatter judiciously. 

Let the customer do the talking; 
he will tell you what he wants 
to know. 

Always be attentive when a cus- 
tomer is talking. 

But he adds in another paragraph 
another “don’t” which is most impor- 
tant, ie., “Don’t forget that if you 
expect people to buy jewelry, you 
should wear it yourself.” 


Most of us in 


the jewelry trade believe that the 
process of gold coloring, whereby yel- 
low color of pure gold is imparted to 
gold alloys of a low karat, had been 
first practised in the ninth century, 
although it did not reach any ad- 
vanced stage of development until 
about 100 years ago. Now, according 
to information that has come from the 
examination of some gold objects dis- 
covered at Ur of the Chaldees (about 
which many papers have been pub- 
lishing articles in recent months), it 
is apparent that this process of gold 
coloring is very ancient. It seems 
that some of the so-called treasures 
thousands of years old unearthed by 
the recent discoveries show unmistak- 
able signs of having been submitted to 
some process of surface colorization. 
Speaking of such methods by ancient 
goldsmiths, Ernest A. Smith, in an 
article in the Goldsmiths Journal, 
said recently: 

“Tf this conclusion is correct, and 
there is every reason to believe that it 
is, it means that the art of gold color- 
ing was practised at least 4000 years 
before the Christian era, and prob- 
ably much earlier. In any case there 
is evidence to show that a process of 
extracting silver from native gold that 
could be applied to the coloring of 
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low-grade gold alloys was well known 
and practised in very ancient times, 
The gold objects discovered at Ur 
are rightly regarded as representative 
of the best workmanship of the an- 
cient craftsmen, and not only display 
their manipulative skill and refine. 
ment, but also afford valuable eyj- 
dence of the methods employed in 
manufacture—a question of interest 
to gold workers of the present day,” 


4d 
The use of nickel 


and nickel alloys for jewelry and or- 
naments was extended ‘considerably 
during 1934, due largely to the in- 
creasing appreciation of the white 
metals for costume jewelry,” said 
Robert C. Stanley, president of the 
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International Nickel Co. of Canada, 
Ltd., in an elaborate survey of the 
“Nickel Industry of 1934,” made pub- 
lic at the end of last year. He goes 
on to say: 

“The fine color and corrosion re- 
sistance of Inconel led to its adoption 
by some of the leading manufacturers 
of watch cases and wrist watch brace- 
lets. For belt buckles, rings, tie-clips 
and other articles for men’s wear, 
monel metal retained its popularity. 

“Pure nickel is also going into 
jewelry in increasing amounts, espe- 
cially as a base for rolled gold plate. 
Its resistance to acids in the normal 
skin and its hardness are properties 
which make nickel particularly useful 
for applications of gold plate in eye- 
glass frames and other forms of jewel- 
ry where stiffness is desirable.” 


dd 
Hana crafts that 


survive in this machine age as a me- 
dium of individual expression are 
evolving from isolated skills to arts 
closely related to one another,” says 
Walter R. Storey, heading his ar- 
ticle explaining how the exhibition 
of the Keramic Society and Design 
Guild (which recently ended at the 
Decorators’ Club in New York) il- 
lustrated the modern craftworker’s 
versatility. He continues: 

“A potter in these days not only 
creates a set of tableware; he may 
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also design, weave or embroider the 
linens to go with it. An artist may 
decorate and glaze a flower bowl and 
also paint a screen, wall hanging or 
lampshade for which he has made 
a pottery base. This diversity of in- 


terests is a step toward reviving the’ 


spirit of the great age of craftsman- 
ship when a Cellini expressed himself 
in all the decorative arts. At the 
same time it tends to eliminate the 
monotony which specialization in one 
art sometimes produces.” 


“As we see the problem 
—and our opinion is based on more 
than 20 years’ experience—we are 
convinced that there cannot be a 





sound condition in the merchandising 
of commodities that are sold by re- 
tailers generally and which require 
warehousing service at strategic dis- 
tributing points, unless there is a 
clean-cut differentiation between the 
price at which the smallest wholesaler 
and the biggest retailer can purchase.”’ 
So wrote H. W. Prentis, Jr., presi- 
dent of the Armstrong Cork Products 
Co., to the National Recovery Ad- 
ministration, and he adds: 

“Differences in price based merely 
on differences in quantity of goods 
purchased are not sufficient; the dif- 
ference between the wholesaler, on 
the one hand, and the retailer on the 
other, in our opinion, should not be 
based on the quantity of goods pur- 
chased, but on the function performed 
by the wholesaler in distribution. No 
retailer, as has already been pointed 
out, performs the functions that the 
efficient wholesaler renders in the 
bulk purchase and warehousing of 
commodities, the solicitation through 
road salesmen and other means of the 
business of the retail merchant, the 
assumption of credit risks on pur- 
chases made by such retail merchants, 
~_ 

a 8 


Identify watch cleaning 
with spring cleaning, said Frank E. 
Dutcher of Dutcher Bros., Inc., New 
York, in a letter to customers April 2, 
and as a result he says nearly a thou- 
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sand customers commended the idea, 
requested copy for window displays 
and even in some cases broadcast the 
suggestion by radio. Mr. Dutcher’s 
suggestion reads: 

“A few jewelers we know have had 
good success tying up the idea of 
‘watch cleanings’ with ‘spring clean- 
ings.’ We thought you, too, might be 
interested in trying this. For, if 
enough watch dealers sponsor this 
idea, it can be made a REGULAR 
event—a once-a-year cleaning to avoid 
repair work and keep a good timepiece 
in prime condition. Which means— 
more new faces in your store! 

“Naturally, consumers can see the 
sense to this idea. Instead of permit- 
ting their watches to fall into neglect 
until costly repairs are absolutely nec- 
essary, they will make a spring habit 
of having their watches put in condi- 
tion just the way they do their clothes. 
Why not try it and see how your cli- 
entele responds?” 


a 8 
An optimistic outlook 


for the diamond industry was pre- 
dicted by Sir Frank Meyer, Deputy 
Chairman of D® Beers, who reached 


Cape Town from England in the 








R.T.S.A. 





—There appeared in a recent issue of that 
admirable newspaper New York Times 
a resumé of the newly organized Retail 
Trading Standards Association cf Great 
Britain. 

—British merchants have always enjoyed a 
splendid reputation for reliability but ad- 
vertising exaggeration has no doubt been 
responsible for some Joss of customer con- 
fidence; and R. T. S. A. is the result. 

—This association has set up rules for the 
representation of merchandise and price 
statements, and penalties will be imposed 
for violations. 

—The emblem of R. T. S. A. is a bow and 
arrow and the slogan “The Sign of Straight- 
forward Shopkeeping.” 

—Undoubtedly our NRA suggested R. T. S. A. 

—But it is to be hoped that our British friends 
will have profited by the many mistakes our 
code-makers made (and excusably so), con- 
sidering that we had to start from scratch 
in our experimental efforts. 


President. 
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Warwick Castle recently, says the 
African W orld. 

“We have seen the worst of the 
crisis in the diamond industry,” he 
told a representative of the Cape 


Times in an interview. “The dia- 
mond market is definitely firmer. 
“There is a greater feeling of con- 
fidence among the merchants and cut- 
ters, partly as a result of the gradual 
improvement in world conditions. 
“It is also largely due to the new 
system of cooperation and control, 
which has been brought about be- 
tween the Union Government and 
the Union producers, together with 
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the friendly cooperation of the Por- 
tuguese, Belgian and West African 
producers. 

“But until the United States re- 
covers its stability and confidence, we 
cannot expect a return to the pros- 
perity in the diamond trade that ex- 
isted before 1929. 

“I am quite confident that the 
Union Government is now making 
use of the powers it has to control the 
alluvial position, and I do not antici- 
pate any disturbance either from dis- 
coveries in the Union or from other 
sources.” 


Mss. Anna Steese 


Richardson, associate editor of the 
W oman’s Home Companion, was the 
speaker at a luncheon of the Fashion 
Group, Inc., at the Ritz-Carlton 
Hotel, New York, on April 18. She 
said that she just returned from a 
13,000-mile railroad trip, visiting 81 
of the largest cities in the United 
States. She talked to 30 advertising 
clubs and 78 women’s clubs and in 
almost every place she found a dis- 
tinct step-up in quality. Stores that 
featured dresses for $39.50 a year 
ago were featuring them at $89.50. 
She says that everywhere women 
were doing three main things in order 
as follows: Knitting, playing bridge 
and going somewhere. In other words, 
her report for the country at large 
from the quality angle was very en- 
couraging. 
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OLD, indeed, was Lha Pur, to pay his 
court to a daughter of the great King 
of Siam, for a king is great even though 
his coffers are empty and his kingdom im- 
poverished. And loud were the wailings of 
the princess when her lover was trapped in 
the Imperial Gardens and sentenced to ex- 
ecution for presuming to the love of a royal 
pzincess. Nor did her pleadings for the life 
of Lha Pur avail her until she thought to 
show the King, her father, the brilliant 
blue-green zircon that her lover had crudely 
fashioned into a ring as a love offering to 
his princess. 
HEN did the King demand that Lha 
Pur lead him to the clay field where 
he had found this gem that His Maj- 
esty termed “the sparkling emerald.” But 
Lha Pur refused to reveal the whereabouts 
of what later became the Imperial Zircon 
Mines of Siam until the King agreed to 
pardon him and sanction his betrothal to 
his beloved princess. 
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Zircon—Gem oF Romance 


ND SO, for twelve centuries the bril- 

liant zircon has been a symbol of ro- 

ince and omen in its native 

Siam. Zell 1 Bros., first jewelers in America 

to publicize the zircon, now offer this gem 

in 18k white ghd and platinum —- 
identical with those used to hold the fi 

diamonds. Indetd, many of these pi ome 

ate encrusted with fine small diamonds to 

serve as a background for the glittering 

central zircon. 


UCH a ring is the model illustrated 

above, which is fashioned of 18k white 

gold and at only $50. Many 
other more elaborate styles are offered as 
high as $500. The zircons so mounted were 
brought directly from the Orient through 
the Portland Customs House by this firm. 
And such are the economies of direct im- 
portation that we can offer you the very 
finest qualities of ths romantic jewel at no 
more than is customarily charged for the 
inferior grades that have not half the bril- 
liance. Inspection is cordially invited. 


An interesting booklet, “The Romantic Zircon,” is yours for the asking 


Zell Bros: 
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By 
HENRY HOLLAND 


Behind every effective merchandising program there is always the 
creative idea which gave it birth. But besides the inspiration 
there must be practical and intelligent application based on 
thorough knowledge and experience. That these prime 
ingredients of success are eminently the possession 
of Zell Bros., Inc., jewelers of Portland, Oregon, 
is abundantly evident in this account of 
their presentation to the public of the 
zircon — “Gem of Romance”! 
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4d 
‘Thee are lots of 
good hotels in New York, but only one ‘Oscar of the 
Waldorf.’ ” - 

It was this philosophy which led Zell Bros., Inc., re- 
tail jewelers of Portland, Ore., to glorify the zircon, to 
weave about this once little known gem the glamour of 
the East, and to so effectively identify the idea of zircons 
with their store that today it is not an unusual thing for 
them to be called “Zircon Brothers,” by mistake! 

“We wanted our people to have some other reason to 
think of the Zell brothers besides just the fact that we 
are a jewelry store,” said Julius S. Zell, president of the 
concern, “and seeking an idea with inherently dramatic 
possibilities, we hit upon the zircon.”’ 

The way in which the promotion started makes quite 
an interesting story. Back in 1927 a German importer, 
from whom the jewelers had been in the habit of buying 
star sapphires, called one day. Noticing a blue stone of 
unusual beauty, Mr. Zell asked, ““What’s that?” 

“Dot iss a Ze-e-errcon,” came the guttural answer. 

It should be remembered that zircons were virtually 
unknown in this country before 1921, the first allotment 
coming here from Siam (through France), at that time 
for scientific and museum purposes. Not until four or 
five years later did jewelers here adopt the stones. “Today 
the chief sources of zircons are Ceylon for the colorless 
stones and Siam for the blue variety. Little interest is 
shown in brown and yellow zircons. 

Just for luck, Zell Bros., Inc., bought a couple of blue 
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zircons and the next day offered to the people of Portland 
a star sapphire, a sautoir ball watch, and a zircon ring. 
The ad was cleverly developed around these three articles, 
all of which had been bought from the German importer. 
A bit of legend as to their origin was added, suggestive 
of the romance of the gems and the timepiece brought to 
Portland from distant quarters of the earth. Being a 
little sceptical, the zircon was given least important posi- 
tion in the ad in the Sunday paper by the jewelers. How- 
ever, there must have been something about the stone 
and the way in which it was offered which caught the 
public fancy, for before noon of the next day, Monday, 
both zircon rings were sold! ‘They wired the importer, 
catching him at his next stop, and ordered a dozen. 

Clever advertising soon disposed of these, and then 
Zell Bros. began to wire for more zircons. The people of 
Portland apparently liked the blue stones! 

Checking up on the sources of zircons, the jewelers ob- 
tained the name of a dealer in Ceylon. ‘They sent him 
a week-end cable, offering to buy $1,000 worth for ship- 
ment direct through the Portland customs house. The 
next boat from the Orient brought the stones, and then 
zircon merchandising began in earnest at the Zell Bros. 
store. It was only natural that the stones which came 
direct from Ceylon were obtained at far lower prices 
than those purchased from importers in this country. 
Feeling that it would be a mistake then to begin selling 
zircons for much less than the prices under which they 
had been previously introduced, and, on the other hand, 
not wishing to obtain exorbitant profits, the jewelers set 
the stones in unusually fine mountings. A large portion 
of them were set in platinum with mounting diamonds, 
and the number of stones sold individually in rings was 
relatively small when it is considered that zircons were 
used in almost every kind of a piece of jewelry. Some 
pieces were valued as high as $2,000 and $3,000. 

Practically all the zircons stocked by the Zell store 
are of the blue and blue-green variety. Wary of the oc- 
casional ill-repute into which the white zircon had fallen 
through its fraudulent substitution for diamonds by un- 
scrupulous persons, no attempt was made to sell colorless 
stones. Blue zircons are mined as brown stones and 
changed to the sky-blue color by treatment with heat and 
exposure to fumes of potassium ferricyanide and cobalt 
nitrate. The white zircons, sometimes called Matura 
diamonds, are decolorized by the natives of Ceylon, the 
simplest method being to heat yellow and brown stones 
in pans of sand over a slow fire. 

The shapes used by Zell are chiefly oval and emerald- 
cut effects, to distinguish further the gem. Occasional 
complaints by customers that their zircons have been 


scratched (their hardness is low—7!%4 on Moh’s scale) 
are quickly adjusted by inserting a new stone. However, 


care of the stone is a point made at the time of sale, and 
few complaints of this kind are received. 

The possibility of encroachment on the sales in the 
diamond department was carefully considered and 
guarded against. “No man would buy a sport suit to 
wear instead of his tuxedo, or full dress,” said Mr. Zell, 
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Zircons .. . and the Lady Who 
Didn't Like Harry Lauder 


Te GENUINE star-lite zircon, as 
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rectly from the Orient by the firm of Zell 
Bros., is a jewel of rare beauty and magnifir 
cent cotor Nevertheless, we have heard of peo 
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“and while we do not promote zircons especially as 
“sports” jewelry, the distinction between them and dia- 
monds is made definitely clear. I do not think that our 
zircon sales have appreciably cut in on the volume of any 
other department. I believe we just have sold more 
jewelry as a result of popularizing zircons.” 

Throughout the whole presentation the dramatic adver- 
tising theme of the romance of the East kept up interest 
in the gem. The story of zircon mining was told in ad- 
vertising and window display. A large painting showing 
their sources was used in the window. Bits of lore and 
legend of the Orient were woven into the appeal. While the 
ad might feature a modern jewelry design showing zircons 
in combination with other stones, always an atmospheric 
drawing—perhaps of Marco Polo at the court of the 
Grand Khan, white elephants bearing a traveling Rajah, 
or a pagoda seen in the distance—added an air of Oriental 
mystery. One such ad suggested that the dazzling dia- 
mond-set robe, which blanketed a great elephant seen by 
Marco before the palace of the Emperor of Siam, was not 
set with diamonds at all, but that they might have been 
zircons! And when King Prajadhipok, of Siam, visited 
this country, with all eyes focused on this charming young 
monarch and his attractive wife, Zell Bros took occasion 
to point out that “Mrs.” Prajadhipok wore a zircon. One 
of the store’s largest windows is always devoted exclu- 

(Turn to page 119) 
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4 June Bride window display done by Mary Ann Fraser, display manager, 
Lambert Bros., New York Jewelers at Lexington Ave. and 60th Street. 


» eak months in sales 
for the jeweler are June and December. About a third 
of his entire volume is obtained in this 60 days, -and while, 
of course, the lion’s share of this business belongs to the 
holiday season, still June is a natural occasion for the 
purchase of jewelry and silverware, and a concentrated 
selling effort should be made to stimulate and expand its 
possibilities. 

Engagement and wedding rings, wedding presents, sta- 
tionery, not forgetting the many kinds of graduation gifts 
that can be sold, are all articles which should be sugges- 
tively placed before the mind of customers of the jewelry 
store. Special lists of prospective brides and grooms 
should be compiled (obtained by watching the society 
page), another list for friends and relatives, and adver- 
tising material definitely planned to fit the needs of each 
group sent out. April and June also present opportunity 
to “remind” ‘the June brides and grooms of past years 
of the approaching anniversary by means of a congratu- 
latory note or mailing piece carrying this thought. 

Primary problem before the jeweler in his June selling 
program is: How can I interest customers in my mer- 
chandise, to the point of coming in and talking over their 
requirements, whether it be the wedding ring, the silver, 
or the gift of a friend? 

The fundamental step is to associate the store with an 
idea that commands attention and which deals more or 
less specifically with the articles it is desired to sell. Well, 


THE JUNE BRIDE, her RING 
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by 


FLORENCE F. WILBUR 





Coordinated merchandising effort proves 

most effective for the stimulation of sales 

on specific occasions. May is the month in 

which special attention should be paid to 

the several avenues of sales which grow out 
of June weddings. 


Newspaper advertising should carry the 
jeweler’s message to the mass market, 
while carefully selected prospects should 
receive personalized advertising by mail. 
Your windows should reiterate the ideas 
stressed in printed advertising, so that, by 
dint of repetition, the appeal of your store _ 
is sure to register with the buying public. 


. 


what are people interested in in June, and in the season 
leading up to the famous “nuptial”? month? 

A study of the women’s magazines, class and mass, 
reveals unnumbered articles on what the bride should 
wear, who’gives what to whom, and detailed examination 
of all the many things that must be remembered and done 
properly for the correct wedding. 

For example, in the New York Herald Tribune Sun- 
day magazine, This Week for March 22, Emily Post, 
famous etiquette arbiter, writes of “Good Taste Today,” 
as applied specifically to weddings. The article is illus- 
trated by a scene in a jewelry store showing a bride 
choosing her gifts for her attendants. 
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Mrs. Post lists the obligations of the bride’s family in 
connection with the wedding; then, the obligations of the 
groom, suggesting that the items be checked off in a cata- 
log for purchase. For the jeweler who finds that in his 
trading area or community direct mail is particularly 
fruitful, effective use of this article might be made by 
sending copies of the page in the magazine (1000 repro- 
ductions, full size, may be bought for less than $7, printed 
by offset), together with other material illustrating the 
merchandise Mrs. Post includes in her lists, and making 
suggestions along the same line. 

Under the heading “Obligations of the Bride’s Family,” 
the following are mentioned: (1) The trousseau, (2) 
engraved invitations or announcements, or both, (3) ring 
for the bridegroom, (4) present from bride to bride- 
groom, (5) bride’s and bridesmaids’ bouquets, and (6) 
present from the bride to each of her attendants. Obvi- 
ously, items 2, 3, 4 and 6 are sold by the jeweler. Among 
the obligations of the groom are the wedding ring, a 
wedding present to the bride (if possible, something for 
her personal adornment), and personal gifts to his best 
man and each usher. This list, included in a letter to 
prospective grooms, with illustrated suggestions, would 
have definite sales value. 

The use of such an article by the jeweler aids in estab- 
lishing more solidly the customs of marriage which mean 
profitable sales, and it also adds to his prestige by showing 
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his alertness in matters of propriety and leads his cus- 
tomers to regard him as a wise counsel in these matters. 
In fact, a wealth of merchandising ideas may be accumu- 
lated by studying such publications as This Week, the 
women’s magazines, and watching for the dicta of au- 
thorities like Mrs. Post, and fashion writers with names 
that may be quoted when speaking favorably of jewelry. 
Articles on table appointments, silverware, glass and china 
are all grist to the jeweler’s merchandising mill. 

The contents of these magazines, both advertising and 
editorial, provide many of the buying impulses that cause 
women to visit the retail store; they also direct changes 
and trends in tastes, foster fads and introduce lasting 
vogues. The jeweler who watches what his public is 
reading will be in a position to gear his advertising, sales 
promotion and window display appeal to the prevailing 
thoughts of his customers, and thereby create sales for 
himself which otherwise might go to other and more 
aggressive merchants. 
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Marking Silver and Gold 


Combinations 


S the result of the work done by 
the Jewelers’ Vigilance Com- 
mittee and some of the manufacturers 
of the trade, the United States Bureau 
of Standards has been working with 
the trade in an attempt to make defi- 
nitions to cover certain kinds of ar- 
ticles made of silver in combination 
with gold and standardize the marks 
which will denote their quality. 

The recommended commercial 
standard which was tentatively adopt- 
ed at a mass meeting held in New 
York, March 28, is now being for- 
warded to the manufacturers, and it 
looks as if this will be accepted at an 
early date. If so, it is hoped that it 
will aid the trade in eliminating cer- 
tain unfair, if not fraudulent, marks 
that have appeared on many articles. 
This is particularly true as to certain 
class rings branded as “10K & Ster- 
ling” which have deceived scholars in 
many sections of the country. These 
scholastic rings were of gold and sil- 
ver in a combination made in a way 
to make one metal not distinguishable 
from the other. In some cases what 
appeared to be a solid gold ring con- 
tained little gold and a large percent- 
age of silver, yet it was marked “10K 
and Sterling.” It is impossible for a 
customer to determine how much gold 
such an article contains, whether it is 
75 per cent or 1 per cent. 

The proposed standard will make it 
necessary for jewelers using this com- 
bination to brand them under the con- 
ditions agreed to. They must use only 
sterling silver and gold of at least 10 
karat fineness and to mark the same 
with the word “sterling” followed by 
the karat fineness, designated by its 
fractional amount, which must be at 
least 1/20 of the weight. In other 
words, where the article has a prepon- 
derance of silver, it must be marked 
in such a way as to indicate it is a 
silver article with an addition of gold, 
properly designated by a fraction. 

This standard may be of distinct 
benefit to the trade when finally adopt- 
ed, but in the meantime it should be 
realized that the false and fraudulent 


marks now appearing on many of 
these rings may be subject to prose- 
cution under the merchandise and 
stamping laws of many states. 


Punishing Smugglers 


OR nearly half a century this jour- 
nal has emphasized the fact that the 
smuggler is a criminal of the meanest 
type. His crime comes from greed, 
is fostered by conspiracy and perjury 








Silver prices are advancing. 
Gold is stable—may go up. 
Diamonds and gems are increasing in 


price. cnmmnanate 
Why wait to buy your stock for fall? 








and results not only in a loss to his 
government, but also a loss to his in- 
dustry and competitors. The crimes of 
even a few smugglers can,’ at times, 
paralyze an industry or, at least, take 
the profit entirely away from the 
legitimate and honest importers and 
even domestic manufacturers. 

It has been hard to get the public 
at large, particularly those serving as 
jurors, to realize this condition. Even 
prosecuting authorities and the courts 
often fail to appreciate that the smug- 
gler should be adequately punished. 
The small fine often imposed is not 
only inadequate in its effect on these 
criminals, but often encourages them 
and others to continue in the smug- 
gling line. 

It is with pleasure, therefore, that 
we record in another column convic- 
tion and sentence of a former New 
York diamond importer who, in this 
case, had been caught in an attempt 
to smuggle not only $6,000 worth of 
diamonds, but also watch movements 
worth over $29,000. He was cap- 
tured on his return from Europe in 
October, 1934, was tried in the 
United States District Court at New 
York late in March of this year, and 
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was convicted. On April 5 he was 
sentenced by Judge Hincks to a year 
and a day in prison and, in addition, 
was fined $3,000. As this came after 
an elaborate defense by one of the 
leading New York lawyers which is 
reported to have cost the prisoner 
many thousands of dollars, the lesson 
he has learned should tend to deter 
him from doing such an act again. 
The jewelry trade congratulates 
the customs inspectors and the De- 
partment of Justice for their efficient 
work in having at least one smuggler 
convicted and adequately punished. 


The 30-Hour Bill 


HE jewelry industry, and particu- 

larly the retailers of this industry, 
appear to be strongly against the pro- 
posed 30-hour work week covered by 
the Black-Connery Bill now before 
Congress. Equally opposed are a 
number of Eastern manufacturers 
having large plants and also many of 
those in the so-called precious jewelry 
industry. 

The reasons why these people op- 
pose are many, some of them per- 
sonal, some economic. In a general 
way their attitude seems to be in 
accord with the attitudes of manu- 
facturers generally, as was recently 
reported by a research made by the 
National Conference of Business 
Papers, which covers the prominent 
papers in nearly all the leading in- 
dustries of the country. To sum up 
the answers to a questionnaire to the 
editors of the business papers, it can 
be stated that industry, as a whole, 
appears solidly opposed to the 30-hour 
week. The question is, what is the 
attitude of Congress? 

We must remember that the 30- 
hour week passed the Senate in 1933 
and was then sidetracked only to 
make way for the NIRA. We should 
realize that the A. F. of L. is the 
most active advocate of the 30-hour 
week and has strong support among 
workers and even certain elements of 
the business industry. 

Those who wish to fight this bill 
must act at once if at all. 
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Stop Dishonest Bankruptcy 


CORRECTION of corrupt bankruptcy proceedings and 


the establishment of a high standard of business morals. 


UOTING as above another important plank in the platform of THE JEWELERS’ 

CIRCULAR-KEYSTONE in the January issue, we hope to call attention to the serious harm 
that has been done to the Jewelry trade for many, many years by the corrupt bankrupt and 
those who have aided him directly or indirectly in his nefarious practices. 

The crooked bankrupt, the man who by the technicalities of the law or the cooperation of 
thoughtless creditors, gets his stock at less than its proper value, has been responsible for 
the failure of many legitimate and honest jewelers. The laws and the creditors’ agreements 
which permit him to settle and resume business have given him an opportunity to buy his 
merchandise at discounts ranging from 25 to 80 or 90 per cent. Is it any wonder that these 
people can offer their stock at prices with which the legitimate jeweler cannot compete? 
The creditors have already paid for this loss and the crook gets the benefit. 

Every manufacturer, importer and wholesaler who accepts an improper settlement with a 
dishonest bankrupt is striking a body blow at the foundation of the industry. He not only 
encourages the crook to remain in business but he strikes at the prosperity of every competing 
retailer who has paid 100 cents for his stock. Every dollar made by the crooked mer- 
chant comes from the pocket of his honest competitor. 

Settlement with a dishonest bankrupt is not a matter between him and his creditors; 
it is a matter that, to a large extent, affects the prosperity of every honest retail jeweler now 
in business. 








THE JEWELERS’ CIRCULAR—KEYSTONE 41 


for May, 1935 


















































rican 


Warren Piper 


Ater 25 years in the 


better brackets of the jewelry industry I have learned that 
there are only three kinds of women—those who wear 
aprons, those who wear diamonds and those who wear 
emeralds. So as a corollary it seems to follow that there 
are only three kinds of jewelers. 

Emerald sales run into more money and higher figures 
than any other precious stones, with the exception of large 
rubies which are considerably less popular. Yet it is a 
fact that out of 20,000 jewelers in America much less 
than a thousand have ever sold an important emerald, and 
most of the large transactions in the green gems are usu- 
ally between fewer than a hundred firms or dealers. Why ? 
Don’t ask me; I’m only telling you, but if you insist 
upon knowing it is because the average jeweler never takes 
the trouble to find out what it’s all about. And that’s just 
too bad for him, because emeralds and colored stones are 
an open field in which any jeweler can increase his sales 
without any investment other than time and effort. Col- 
ored stone importers are glad to accommodate rated re- 
tailers with memorandum selections. 

Perhaps if you operate your jewelry business in a small 
town you may scoff at this and say “Huh! The people 
in my town wouldn’t know an emerald if they saw one,” 
in which case this might interest you. A woman wrote 
to me from a small town in Wisconsin saying she was in- 
terested in buying an emerald and asking me to send a 
selection to her bank for inspection. After I checked with 
her bankers by long distance and learned she could afford 
to buy I hopped a train and went to see her. Three hours 
later I left the town with a certified check for $15,000. 
This was not in 1929 when such things were common; 
it was in 1932 when the going was plenty tough. Why 
did I, a total stranger, get that business? Simply because 
none of the jewelers in her town had ever talked with 
her about emeralds, and when she tried to talk to them 
she found they knew no more about the subject than she 
did. 


Nor is this such an exceptional case as you might think, 


The love of emeralds was inborn in all 
primitive peoples, and some amazing 
jewels have been recovered from ancient 
idols. But it is in the Christian Church 
that it has reached its most beautiful and 
lasting form. The blessed rings of the 
Bishops of the Catholic Church have 
been emeralds from the beginning of 
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CAN SELL 


for some of the best jewelry in this country is owned by 
people who live in small and remote places. I have visited 
small towns in every state in the Union, and it would be 
hard to find a community that does not have at least one 
rich man in the neighborhood, and usually more. The 
local jeweler has the best opportunity to sell him if he 
is willing to make a deliberate effort. But you cannot 
catch smallpox if you don’t expose yourself, and you can- 
not catch the big sales unless you go after them. They 
don’t just drop in! 

Any jeweler who really knows diamonds can learn to 
understand emeralds with a little effort. He can learn 
the technicalities from textbooks, and if he will call on 
any of the colored stone dealers in large cities they will 
gladly demonstrate the physical characteristics and’ show 
him the comparisons of color upon which emerald values 
are largely based. Emeralds today range in value from 
around $100 a carat for sleepy or light colors to as much 
as $5,000 per carat and more for gems. The value is 
determined by the size, shape, luster and purity of the 
stone, but mostly by color. And if Mr. Average Jeweler 
once becomes conscious of that soft, luscious tone of vivid 
green velvet that we call “gem color” he will have found 
a new mistress with such fascinating charms that lesser 
jewels become ordinary. 

But there! It is presumptuous in me to try and describe 
the emerald when no one else has ever been able to do 
so. The nearest approach to an adequate description was 
when the famous columnist, O. O. McIntyre, wrote that 
‘‘A fine emerald is like wet grass in the shadow of great 
trees after a summer rain.” That is well expressed, for 
human admiration of the diamond is instinctive, based 
upon our inborn attraction for glitter, but the love of the 
emerald is a cultured and cultivated taste that comes with 
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This cross in hand-wrought of pure go!d. 

and is set with 42 emeralds, three of which 

are cabochon shape, the balance faceted. 

The center emerald is surrounded by a 

cluster of 16 diamonds. It was presented 

to Bishop William D. O’Brien in 1934 on 
the occasion of his consecration. 


| EMERALDS 


the years of discretion, like a taste for Chambertin or the 
Essays of Montaigne, or Chopin. 

Who buys the emerald? ‘Two distinct classes of peo- 
ple, the first those with natural taste and breeding who 
are used to the finer things of life, and who instinctively 
choose the right thing, be it music, literature, art, wine 
or jewels. And the second group consists of those who 
seek to imitate the first. Simple? 

Strange to say, there is a peculiar, mysterious sort of 
bond between people who wear-emeralds, as if their mu- 
tual admiration for the green gems constitutes a kind of 
free-masonry. Ridiculous? Watch it work, as I have, 
the next time you cross on a fashionable European liner. 
Almost a thousand strangers from different countries, 
mostly unknown to each other, with little opportunity to 
check up and learn who’s who or why. And yet before 
the voyage is over they will be separated into definite 
groups, and somehow, someway, those who wear emeralds 
will be together. Why? Oh you ask so many questions! 
But water seeks its own level, and so does the emerald. 


could fill many books 
with adventures since I became initiated into the mysteries 
of “The Green Goddess,” but I’m hoping, Mr. jeweler, 
that one day you will know her so well that you will 
fill a memory book all your own. You see I’m not jealous 
of her favors, for this is an old love, and not a passing 
affair. I’d like to tell you of my first important emerald 
sale to a great Jewish philanthropist who was known 
‘to be a tough trader, and how he gave me Thirty-five for 
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the stone I sold him instead of the Thirty-three I asked. 
Thousands, I’m talking about, and only because he loved 
the stone. I could tell you of the famous banker who was 
said to have neither heart nor soul. He refused to wear 
even a watch chain to relieve the austerity of his person, 
but all of the pockets in all of his vests were lined with 
little velvet partitions to protect the unset emeralds he 
worshiped, and carried with him always. And of the 
lad who broke his engagement rather violently in my office 
because his fiancee preferred a diamond to the emerald he 
(Turn to page 87) 





Russian and South American emerald crystals in their matrix. ae 





RADUATION DAYS 


Commencement Day at Villanova College, Villanova, Pa., and below, 
Harkness Memorial at Yale. 
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Wide World Photo 


™ year as the 
elementary, high schools and colleges turn out their quotas 
of graduates, the retail jeweler is faced with the problem 
of taking advantage of the opportunities for sales of gradu- 
ation gifts which this season affords. He is always fortu- 
nate if he has new ideas which he can incorporate in his 
selling campaign. 

In order to make a success of any plan which he may 
have in mind, it is necessary for him to outline his selling 
ideas well in advance of the graduation dates. The 
jeweler who plans ahead and goes after this business with 
modern merchandising methods is the one who will reap 
the greatest reward from his efforts. The sales oppor- 
tunities which this season affords are profitable and, if he 
has a well-thought-out plan, he will be surprised at the. 
amount of business which will come his way. 

To the fathers and mothers of the graduates and to the 
graduates themselves this event is of major importance, 
and parents and friends join in wishing to make it an occa- 
sion which will be long remembered. They will wish to 
give the graduates tokens which will be a reminder of 
their efforts and a reward for their diligence. 

There is no other business which meets the demands 
for graduation presents as well as does that of the retail 
jeweler. The merchandise which he offers is both useful 
and something that lasts for years after the event has 
passed into history. 

A preliminary step in a plan to secure a deserving share 
of this business is for the retail jeweler to check at once 
the graduation dates in the schools of his city or town. 
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ow the Jeweler May 
se This Event to Get 
New Customers 


by 
FRANK W. BROWN 





These dates can easily be learned from a member of the 
school board, and from the same source can be obtained 
the names of the graduates, their addresses and their par- 
ents’ names. With this material in hand, the jeweler has 
a basis upon which to build his merchandising campaign. 

An excellent scheme which has been used successfully in 
past years is to prepare a series of letters, the first one of 
which should be directed to the parents of the graduates, 
congratulating them upon the fact that their son or daugh- 
ter is about to complete an important step in his or her 
career. Make such a letter sincere and as personal as 
possible, and try in every way to get a friendly touch. into 
the letter. Here is a letter which has been used in the 
past and which may be used again as a basis for such a 
preliminary step: 

Dear Mr. and Mrs. Smith: 

As the date for the graduation exercises of the 
Greenwood High School in our community draws 
nearer, I wish to extend my personal congratula- 
tions upon the excellent record which Frank has 
made during his high school career. You are cer- 
tainly to be congratulated upon his success, and it is 
my sincere wish that good fortune will follow him 
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Gunnison Memorial Chapel and com- 
mencement scene at St. Lawrence Uni- 
versity, Canton, N. Y. 


throughout life. Those of us who have watched his 
career in high school are also proud that he is about 
to complete this step in his education. 


Some jewelers add a paragraph to such a letter calling 
attention to their stocks of gifts and inviting inspection, 
but a better plan is to follow up this letter in a short time 
by another one which will give a direct selling message 
to the parents. Such a letter should contain a carefully 
prepared bit of direct mail advertising, suggesting a num- 
ber of items widely priced which will be appropriate as 
gifts. It is also a good idea to obtain, in addition to the 
list of parents, the names of other relatives who may 
present gifts and to also send them this appeal. 

A number of enterprising retail jewelers have gone a 
step farther and have used the telephone as a selling 
medium, suggesting to the parents articles which will 
appeal to them as proper gifts for the graduates. 

In this campaign the jeweler should, of course, follow 
up his mail and telephone campaign with window displays 
directed to center attention on appropriate gifts. It is 
easy to obtain a group photograph of the graduating class 
and to dress a window around this photograph, showing 

(Turn to page 119) 
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OINTING out that the service restores the “new 

watch” look to the old one, and that a clear dial adds 
much to the appearance of a watch, the Busch Jewelry 
Co., Denver, Colo., has been receiving a great deal of 
dial refinishing business. The window set up shows the 
“before-and-after” of this service. In the center of the 
window floor is a black cloth on which 25 different kinds 
and colors of dials are displayed. A small card shows 
one dial, badly in need of repair, and another completely 
refinished. Upright behind the cloth is another card, 
which is “dressed up” as a large dial. Gold figures are 
arranged around the edges. In the center is a brief ap- 
peal stressing dial refinishing. 


J HERBERT HALL of the J. Herbert Hall Co., 
« Pasadena, Calif., attracted considerable attention to 
his windows recently by a display of old historic watches. 
One of these watches was the second watch made by the 
Elgin company and bore the date, April, 1867. It was 
almost as large as a small clock and supported a heavy 
sterling silver case. A second watch was made for the 
French trade and bore the date, August 7, 1867. This 
one had a brass case, another was made for the Chinese 
trade and carried Chinese lettering on its face. It dated 
from 1877. In showing these with the modern type 
watches much interest was developed. 


TERLING silver is being sold at the Bohm-Allen 

Jewelry Co., Denver, Colo., by making it possible for 
customers to first buy as little as one teaspoon and to 
then gradually build the complete service. The store used 
a window display and newspaper advertisements to in- 
troduce. the plan. The firm keeps a proper record for 
each customer so as to avoid any difficulties when addi- 
tional pieces are bought. The record lists the name and . 
address of the customer, the pattern and the engraving 


block. » 2 


PRIZE essay contest recently conducted by J. W. 

Moore, Huntsville, Ala., created considerable local 
interest and brought new business to his store. Mr. 
Moore advertised the contest in the local newspaper, of- 
fered a wrist watch as a prize and displayed old watches 
in his display windows. About 40 essays were selected 
from those received and the selections were sent to the 
judges. The prize winning essay was written by Bill 
Moses. The essays were limited to 90 words and the 


subject of the essay was “Grandfather’s Watch.” 





” Many jewelers are concentrating on the 


ideas on these pages we offer 
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ORKING on the theory that price cutting, “‘bar- 
yains” in inferior stones, and similar practices have 
turned the attention of stone buyers from beauty to price, 
a Western jewelry shop is giving its attention to creat- 
ing among its clientele a love of stones purely for their 
intrinsic beauty. Through attractively arranged windows 
the soft lights, delicate shades, and glowing fire of finely 
cut gems are played up. One recent window had cen- 
tered in the back on a white velvet panel a great glow- 
ing fire opal set in platinum as a pendant. 


WICE a year Boyd’s Jewelry Co., Lincoln, Nebr., 

cleans up its watch stock with a novel trade-in sale. 
The company features a $37.50 watch and offers a turn- 
in value for the custome’s old one. The markup is suf- 
ficient to enable the company to “‘come out” on a majority 
of the watches taken in. The event is played up prin- 
cipally through mass window display showing literally 
dozens of old watches. They are piled in indiscrimi- 
nately. However, it is planned to have on top some 
unusual appearing watches that will attract attention. 

= a 


IRROR-LINED display “corners” provide striking 

backgrounds for silver at the Everitt Jewelry Co., 
Albuquerque, N. M. ‘Two sizes of these displays are 
used—12 x 12 and 14 x 14 in. The sides of the mirror 
covered wood bases come together at an angle. The 
front is rounded. From the base at either straight edge 
are rounded upright sides also lined with mirrors. The 
whole fixture rests on 12-in. long legs made out of door 
stops. Except for the legs, all exposed surfaces are covered 
with mirrors. Any item placed on the floor of the display 
is reflected from several directions in a striking manner. 
For silver displays, the whole fixture is placed on a black 
velvet, a few pieces placed on the bottom mirror. 

= 


one part of a very effective window of the Syman 
Bros. Jewelry Co., Denver, Colo., was a small cradle 
with the blankets laid aside to reveal a baby doll. Above, 
appeared the showcard, “The Hand That Rocks the 
Cradle is the Hand that Rules the World,” and a list 
of gift suggestions for Mother’s Day. Gifts were shown 
on all sides of the cradle. Newspaper advertising of the 
firm said in part: “Mother’s Day is one day in the year 
we believe should be observed, but it is not sufficient 
to merely tell her how much you love her. Give her 
some present that will make her happy.” 
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problem—How can | increase my spring and summer sales? . . 
Suggestions that have been found profitable. Try some of them in your store. 


In presenting the 
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NE of the problems in the jewelry industry about which we receive many inquiries is 
that touching on sales; sales of all kinds, but more particularly auction sales. 


In view of the fact that there are many jewelry merchants thinking in terms of 
cleaning out slow moving merchandise, converting discontinued patterns and items that are 
not salable into cash, remodeling or changing the general layout of a store, wanting ready 
money, switching lines and possibly adding new lines, this question of sales might well be 
discussed. 


To all intents and purposes there are three types of sales. 
First, the sale conducted by the individual for any one of the purposes above stated. 


It has been the writer’s experience that there are comparatively few merchants who know 
how to handle such a sale. However, there are some and in those cases the procedure usually 
followed is that an inventory is made of all and any merchandise in stock which has been on 
the shelves from six to nine months and not shown a turn-over. 


One of the problems concerning the retail jewelry outlets for many years has been slow 
turn-over, running from .80 to in some instances as high as 2.50 times. 


In considering turn-over, some think in terms of average turn-over while others insist that 
every item in a stock represents an investment carrying with it all of the costs that go with 
any merchandise between the time of purchase and the time of sale. 


In many lines of merchandising, the merchandise manager insists that every item in stock 
shows on the turn-over he must get in order to show profit and the day of keeping accom- 
modation merchandise for the casual buyer is pretty well past. The casual buyer can usually 
be satisfied with the promise to get the merchandise within a reasonable length of time, hence 
one can readily see that the turn-over of inventory in a jewelry store is dependent entirely 
upon intelligent buying in quantity and selection, to say nothing of pricing, displaying and 
advertising. 


Your windows play a big part in turn-over. It is said that goods well displayed are half 
sold, hence window displays should be attractive and new and ever changing. Slow moving 
merchandise should dominate your window unless, of course, that merchandise is passé and 
relegated to the realm of things forgotten or out of use. ‘ 


In putting into motion a sale conducted by the merchant himself, the safe procedure after 
selecting all the items you want to put on sale is to: 


1st—Arrange date or dates of the sale, 

2nd—Send to all potential customers an announcement of the sale, 

3rd—Use your newspapers for at least a week prior to the sale, 

4th—Use your windows for four or five days prior to the sale with a dignified card 
announcing that the items on display will go on sale beginning such and such a date. 

Have the merchandise out on the counters or on specially arranged tables. Have the store 
particularly well lighted, the merchandise brightened up and sales tickets placed on each 
article. 

In other words, outside the store let it be known that the sale is to take place during the 
week or weeks of (not more than two weeks) such a date. Inside the store have all sales people 
on their toes. They should know exactly what is to be sold in the sale, they should be 
familiar with all prices and have full knowledge of the history, romance, usefulness and worth 
of the products that are to be sold. 

This, generally speaking, covers the usual technique in promoting a sale operated by the 
proprietor of the store himself. 

Eliminate any signs or flags from the front of your store. Eliminate any such expressions 
as “Sacrifice Sale,” “Distress Sale,” “Distress Merchandise Sale,” “Need Money Sale.” These 
signs, as a rule, will keep away the very customers you want to come to your store. They are 
thread-bare, tawdry and cheap and are usually a snare and fraud. 


Ant hobby 


Vice-President. 
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@ BUCKLES: Smart Sterling 
silver belt buckles. Price to 
the consumer, $5.00; in Na- 
tural Yellow Gold _ Filled, 
$6.75. 


@ TIE-CLASPS: The newly 
designed Wadsworth tie clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth collar clasps incorporate 
a patented non-slip feature. 
Price to the consumer, $1.00. 


@ SETS: Matched buckles 
and tie clasps may be obtained 
in fine satin-lined gift boxes. 
Price to the consumer, $6.50 
a set; in Natural Yellow Gold 
Filled, $9.00 a set. 


WADSWORTH 





GIFTS FOR 


GRADUATES 


No MATTER what other subjects he carries, every upper classman 
majors in Style. His accessories, like his clothes, are correct. 


Why not feature these Wadsworth quality accessories as graduation 
gifts? Their smart designs in lasting precious metals will please the 
most fastidious. 


Notice the smartly engraved belt buckles . . . the graceful tie 
clasps . . . the beautiful, non-slip collar clasps . . . these are real 
selling features. Remind your customers, too, that Wadsworth gifts 
for men come only in hardened Sterling silver or natural yellow 


gold. 


The Wadsworth Watch Case Company, Incorporated, 
Dayton, Kentucky. Offices: New York, 20 W. 47th Street; 
San Francisco, 150 Post Street; Chicago, 35 E. Wacker 


Drive. 
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The Gem of the Ocean— 


Mh MOTS 


PEARLS 


One of the greatest selling seasons for 
pearls is just ahead .. . June, the month 
of Pearls, the. month of brides and 
graduates. No gift could be more ap- 
propriate or acceptable than exquisite 
Mikimoto Cultivated Pearls . . . trea- 
sures of loveliness, yet priced so mod- 
estly that all can afford them. 


Take the first step toward successtu! 
June business . . . Stock and display 
Mikimoto. Cultivated Pearls, irresistible 
to customers . . . profitable for re- 
tailers! 


IF YOU CANNOT PERSONALLY VISIT OUR 
NEW YORK, CHICAGO, OR LOS ANGELES 
OFFICE, WE INVITE YOUR INQUIRY BY MAIL 














































K. Mikimoto 


New York Office: 551 Fifth Avenue 
Los Angeles Office: 649 South Olive St. 
Chicago Office: 55 E. Washington St. 


HEAD OFFICE: GINZA, TOKYO 
BRANCHES: KOBE, LONDON, PARIS, BOMBAY 















By Warrant of Appointmens 
to Their Majesties 
of Japan 
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Jewelry Retail Sales for 1933 and 1929 


By GEORGE R. DONNELLY of Bureau of Foreign and Domestic Commerce 


WaAsHINGTON, D. C., April 20—During the past few 
years there have been a number of requests relative to 
total retail sales of jewelry in the United States, to 
supplement the information collected in the 1929 Census 
of Distribution, published by the Bureau of the Census. 
Although specific information was given as to total sales 
through jewelry stores, no effort was made to ascertain 
and publish the total sales through other types of outlets, 
such as mail order houses, variety stores, women’s spe- 
cialty shops, department stores, pawn shops, etc. 

The 1929 study was the first undertaken by the De- 
partment of Commerce on such a wide scale, and forms 
a good basis on which to project future studies. The 
Retail Census of American business for 1933, although 
covering the same ground, was considerably curtailed as 
to details. The estimated total net sales of retailers, by 
kinds of business, 1929 to 1934, inclusive, which ap- 
peared in Domestic Commerce for Feb. 20, 1935, cov- 
ered sales through jewelry stores only. Accordingly, the 
following analysis has been made of the 1929 and 1933 
Census studies, which it is believed will be of interest to 
the jewelry trade. 

Retail sales of jewelry, clocks, watches, and silverware 
(except through pawn shops) are estimated at $223,521,- 
613 for 1933, as compared with $587,217,532 for 1929, 
a decrease of 61.9 per cent. Total sales, including pawn 
shops, was estimated to be $289,213,438 for 1933, and 
for 1929 approximate sales were $682,425,407, or a de- 
crease of 57.7 per cent. 

The 1929 retail distribution study of the Bureau of 
the ‘Census listed 14 kinds of business through which 
jewelry, silverware, clocks and watches were sold at re- 
tail, On the basis of these figures, approximate sales are 


arrived at for these outlets. The 1933 estimate in most 
instances is based on the 1929 percentages. Sales through 
jewelry stores in 1929 were 56.1 per cent of the total 
jewelry sales, or 65.2 per cent excluding pawn shops. 
For 1933, the percentages were 52.7 and 68.1 per cent 
respectively. Although $536,380,697 is given as total 
sales through jewelry stores, deductions had to be made 
for service and sales of other items (art goods, stationery, 
china, gifts, optical goods, etc.), so that approximate sales 
of jewelry, silverware, etc., amounted to $468,390,803 
for 1929 and $152,307,420 for 1933. 

There were 143,883 outlets for the 14 kinds of busi- 
ness in 1929, and for 1933 it is estimated that the num- 
ber was 131,896, or a difference of 8.3 per cent. Jewelry 
stores in 1929 totaled 19,998 and dropped to 14,313 for 
1933, a decrease of 28.4 per cent. Other groups which 
lost substantial numbers of outlets were: Department 
stores (including mail order houses), 4221 in 1929, 3544 
in 1933; dry goods, 25,450 in 1929, 12,746 in 1933; 
family clothing stores, 10,551 in 1929, 5765 in 1933. 
Variety stores (5-and-10 to a dollar stores) showed the 
smallest change, 12,110 in 1929, 12,046 in 1933. In view 
of the loss in number of outlets and the increase in num- 
ber of unemployed, there is little wonder that jewelry 
sales during 1933 were substantially less than those of 
1929. 

Total jewelry sales in 1929 represent 1.2 per cent of 
total sales of all commodities for the United States, and 
excluding pawn shops, 1.39 per cent, while in 1933 the 
percentages were 0.89 per cent and 1.16 per cent respec- 
tively. (The table below on this page contains more 
complete details. ) 
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1929 1333 
TEWELEY OUTLETS $ of Jewelry Sales % of Jewelty Sgice 
of Total Sales Jewelry Seles of Total Sales Jemelry Sales 
Total Sales (spproximate) (approximate) Total Seles it (approxi mete) 
1.- 412, % 14,091, 16 
Department Stores with Food Departeents $ 939,411, 294 5 $ 14,09 9) en seenens a é sac 
2.— Department Stores without Food Departments 2, 963,662,603 1.4 41,491, 276 ) 
3.— Mail Order Houses, General Merchandise 447,023,641 2.1 9, 387,497 220, 000, 000 2.1 4,620, 000 
4,- Dry Goods Stores 641, 385,596 1.0 6,413,856 150, 062, 000 1,0 1,500, 620 
-~ General Merchandise st ithout Pood 
ee 363,887,420 0.5 1,819,437 518, 063,000 0.5 2,590, a5 
6.~ Variety Stores, 5 and 10 and $1.00 90%, 147,495 3.0 27,124, 425 678, 167, 000 3.0 20, Ho, O10 
T.- Femily Clothing st - Men's, Women's, 
Gaildvent s pelea ‘ . 552, 353,340 1.0 5.523.533 185, 371, 000 1.0 1,853,720 
8.— Women's ready-to-wear Specialty Shops 1,087,600, 723 0.4 4, 350, 403 566, 392, 000 0.8 2, 273, 768 
“9.- Furniture Stores 1, 272, 393, 470 0.4 5,069, 57% 553,503, 000 0.5 2, 767,515 
10.. 134, 358, 76 0. 1, 008, 
Furniture and Hardware Stores 34, 258,767 9 329 ) 52, 254, 000 - _ 
1l.- China, Glassware, Tinware, Crockery, Bnamelware 30, 657, 185 3.6 1,043,659 ) 
12.. Hardware and Farm Implement Stores 296, 714, 129 0.5 1,483,572 177, 165, 000 0.5 885,825 
1.0 412,61 8 752, 784 
3.- Jewelry Stores (Installment credit) 93 9 91 65, 75 ; d 175,066,000 9.0 152, 307,420 
14... Jewelry Stores U42, 868,078 86.4 362,638,019 ) 
TOTAL $ 587,217,532 @ 223,521,613 
15.- Pawn shops 146, 068, 141 64.3 -35.207,875 105, 275,000 64.3 85,691,825 « 
GRAND TOTAL $ 662,425,407 $ 269, 213,% 
~~ © Sarema of Census figures 
oe Betimate based on Burem of the Census 1929 percentages 
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Established 1866 


LaMKGhn&@. 


Importers and Cutters of 


DIAMONDS 


608 Fifth Avenue, New York 








° . Antwerp—48 Rue Simons 

Cutting Works: Amsterdam—33 Sarphatistraat 

64 West 48th Street London—23 Holborn Viaduct 
ee! 



















Gems of Unusual beauty and 
value—available from our 
stock at all times. We are pre- 
pared to cooperate with you, 
on whatever your require- 
ments may be. 


















Unmounted Star Sapphires, 
ranging in colors from ex- 
quisite pale tones to deep 
blue—also mounted in cuff 
links, and in rings for men and 
women. 


JEROME RICHHEIMER 


608 FIFTH AVENUE NEW YORK. 
a ig THE MODE... ne 


Se ane ik fetes Jt a 3 
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NEW JEWELRY DESIGNS FOR 1935 


This plate of designs, which is the fifth in a series being prepared by 

Christian A. Jakobb for the JEWELERS’ CIRCULAR-KEYSTONE illus- 

trates the modern trend in jewelry styles. The streamline effect in 
modern art is reflected in these pieces in pleasing effects. 
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0A-THING OF BEAUTY IS A JOY FOREVER 


FANCY CUT Keep up with the modern trend—create your jewelry around a 
DI AMONDS variety of fancy diamonds—fancy gems lend towards greater 


charm and beauty in all types of mounted jewelry—make them 
predominant in your every piece. 






























IN ALL SIZES 


We have instituted a new policy. In addition to our regular line 
of fancies, we carry for your convenience an assortment of rough 
diamonds suitable for manufacturing fancy diamonds to your 
individual requirements. 










We are equipped to serve you on consignments ranging from 
small accommodations of melees to large and unusual gem stones, 
and the out-of-town trade is invited to call upon us for its needs, 
assured of prompt and personal service via air mail. 


At this time we announce the removal of our New York offices to 
608 Fifth Avenue, New York City. 


LOUIS GURFEIN & SON 


608 Fifth Ave. New York, N. Y. 
Tel. MEdallion 3-4822 4823 


Direct Importers and Cutters of 
Fancy Shaped and Round Diamonds 


SOUTH AFRICA ANTWERP AMSTERDAM 
76 CHURCH ST., KIMBERLEY 76 RUE DU PELICAN 2 TULPSTRAAT 


A NEW SERVICE | 
For The Wholesale Trade 


We will assemble your Wedding Ring and Mounting findings 
into beautiful, salable rings and enable you to meet any 
competition. 








Our modern plant is fully equipped to give you prompt, effi- 
cient service on all requirements. 


Let us assemble your mountings and increase your margin 
of profit. Write us for quotations. i 


Request your Findings-House to deliver your findings to 
us and we will ship completed rings to you. 


Baker Rhodium Plated Finish 
Used on all our Rings 














a A.W.MAYER & CO, Inc. 


Manufacturing Jewelers 


36 W. 47th St. New York City 
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STUDENT JEWELRY DESIGNS 


an year the exhibition 
of the New York class in jewelry designing at Mechanics 
Institute, 22 West 44th St., becomes more and more inter- 
esting, and Christian A. Jakobb, under whose direction 
the class is conducted, is particularly proud of the work 
which his students have done during the past year. This 
year’s exhibit was held on Thursday and Friday, April 11 
and 12, in Room 405, and drew an unusually large number 
of those interested in the work of the class. The designs 
shown below are selected from those worked out by mem- 
bers of the class during the year and were executed as 
follows: 

Nos. 1, 2 and 3 by Belmiro Pereira; 4, Anthony La 
Porta; 5 and 6, Henry Pizzirani; 7, C. Bjorlin; 8, C. 
Bedini; 9 and 10, Thomas Parslow, and 11, Irving Gold. 

Mr. Jakobb was congratulated on the success which has 
been attained during the year. The enrollment this year 
was about the same as in the past few years. From a small 
beginning, Mr. Jakobb has, by working with enthusiasm 
and diligence, built up the membership of his class from 
year to year, and many of his students have obtained po- 
sitions with large jewelry manufacturers. 
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The honors this year were awarded as follows: First 
prize, Henry Pizzirani, 46 Grinwich Ave., New York 
City; second prize, Belmiro Pereira, 74 West 46th St., 
New York City; third prize, Thomas Parslow, 55 Davis 
Ave., Hackensack, N. J. First Honor, C. Bedini, New 
York City; Second Honor, John Cerruti, 360 West 41st 
St., and Third Honor, Jack Siniawer, 1512 Park Place, 
Brooklyn, N. Y. 

The aim of the class is to impart a knowledge of the 
forms of decorative art and composition as applied to 
jewelry in keeping with the technical trade requirements. 
The classes were conducted on Friday evenings from 7 to 
9 p.m., from September to April. 

Mr. Jakobb, the instructor, has many years of practical 
experience as a jewelry designer and is now offering a 
correspondence course to those who find it impossible to 
attend the classes at Mechanics Institute. 

When the fall season opens, the registration date for 
the class in jewelry design will be on Friday, Sept. 20. 

The classes are open not only to beginners in the art of 
designing but those already employed in jewelry plants 
are also encouraged to take the course. 





Walter La mp [ 


20 WEST FORTY-SEVENTH 5ST 
NEW YORK 


Neoe J 








Lo Manufacturers of 


e JEWELRY 
eWATCHES 

e GLASSWARE 
e CHINA 
eSILVERWARE 
eSTATIONERY 


FLATWARE AND HOLLOWWARE 





Polly Pettit, formerly Display Manager of Black, 
Starr & Frost-Gorham, Inc. Director, Retail 
Display Service, Rockefeller Center, 1250 Sixth 
Avenue, New York, N. Y. 





HAT is there about your 

product which makes it~ 
worth the price you ask, or your 
dealers ask? 


Is it quality? durability? accu- 
racy? usefulness? design? fash- 
ion? novelty? 


You know, but are you telling the 
window shopping public? 


Tell your story in your dealers’ 
windows. 


The Retail Display Service helps 
you to help your dealers tell the 
story of your merchandise in bet- 
ter and more frequent displays. 


The Retail Display Service is al- 
ready serving retailers from San 
Francisco to Boston and is now 
at the disposal of one manufac- 
turer in each of the above lines. 
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London Diamond Market 


Lonvon, April 10.—The diamond trade is sharing im- 


proved business. Diamond brokers have been notified 
from Antwerp and Amsterdam that the new goods in proc- 
ess of cutting are costing fully 5 per cent to 6 per cent more 
than was the case two months ago. Mélée and all small 
sizes in high colors are now firmer than at any time since 
the American financial crisis. Buyers visiting the cutting 
centers say they are finding it very difficult to transact 
business owing to the rapid fluctuations in foreign ex- 
changes. They find that their fixed ideas as to the prices 
they are prepared to pay for new goods can hardly be 
applied in the circumstances. \ 

The trade has been hearing a lot lately regarding the 
American purchase of the Jonker diamond for a sum ap- 
proximating $750,000. Sir Ernest Oppenheimer, chair- 
man of the Diamond Corporation, bought the stone soon 


after it was discovered for around $350,000, and it has | 


reposed in the Syndicate’s London vaults ever since at a 
cost (in locked-up capital and insurance) of some $15,000 
ayear. Numerous offers have been made for this stone, of 
726 carats, the price originally placed on it being in the 
neighborhood of $1,000,000. 

Contrary to reports, the stone is still intact, and it will 
only be cut up into smaller stones as a last resort. There 


is a possibility of the diamond being exhibited here before | 


it goes to the United States. 


British Jubilee Celebration and Its Effect on Diamond | 


Mining Resumption 

Lonpon, April 12—A resumption of diamond mining 
operations in South Africa to coincide with the jubilee 
celebrations this summer is likely to be justified if the 
special demand for diamonds here develops along the 
lines already launched. Jubilee Day is May 6 and the 
ensuing season is going to be the gayest this city has 
perienced in years. 

It is interesting to note that De Beers annual meeting 


will take place three days before Jubilee Day. The dia- | 


mond trade is anticipating an announcement of more than 
usual interest in view of the fact that diamond stocks in 
the hands of dealers and retailers may have to be replen- 
ished sooner than was thought. 

The Diamond Corporation has already benefited by 
the accelerated demand for good stones and it now seems 


that diamond sales may surpass expectations this summer. 

Last December the De Beers board decided to resume | 
blueground washing in March and announced that any | 
proposals in connection with the funding of preference | 
stock dividend arrears would have to rest on the outlook | 
for diamonds this year. The outlook, thanks to the sub- | 
stantial recovery recorded the past few months, is now | 


regarded very favorably. 


The preparations for the royal jubilee have given dia- | 
mond sales a decided filip and the retail jewelers have | 
shown considerably less reluctance to replenish their | 


diamond stocks than they have in the past. This fact, 
together with the increased volume of business transacted 


by the Diamond Corporation, and the new cuttings activ- | 
ity at Antwerp and Amsterdam, strengthen the belief | 


that the May meeting of De Beers will produce some 
acceptable news apropos of resumed diamond mining and 
dividend proposals. 
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RAYMOND ABRAHAMS 


formerly at 522 Fifth Avenue 





oA NNOUNCES 


the removal 


of his o fie es 


i) 


B 551 FIFTH AVENUE 


Suite 2801 


Here, in larger quarters, 
we are prepared to serve 
your every need in 
DIAMONDS, DIAMOND 
JEWELRY, Platinum and 
Gold Mounted Jewelry. 
A large and varied stock 





is ready for your selection, 
at exceptionally moderate 
prices, consistent with our 
usual EXCELLENT QUAL- 
ITY. 


We always have 


SPECIAL VALUES 


to interest you 


Sole Manufacturer of 


Raymond Watches 


RAYMOND ABRAHAMS 
DIAMONDS 


Precious Stones—Platinum Mounted Jewelry 


55| FIFTH AVE., NEW YORK, N. Y. 
‘Phones: VAnderbiit 3-0457-8 
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NORMA 
GIFTS 
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AND PROFITS. For this NEW, guar- 
anteed, nationally advertised, 4 color in- 
stant shift pencil . . . is one of the fast 
selling, profit making gifts . . . creating 
NEW and MORE gift business. Norma 
makes every day a holiday. 


M For Weddings ANORMA 


No better gift to ushers 
than this handsome, he 
man, practical, durable 
pencil. 


For Graduation A NORMA 


A useful gift any young 
person starting out on 
his career will appreci- 
ate. 


For a" A NORMA 


There is no finer gift, 
nothing more appropri- 
ate or more highly 
valued for Father’s 











Day. 
@ 
Pac A NORMA 







4 colors, instant shift 
answers the scoring 
problem. 


, For Birthdays A NORMA 
WX 


The guaranteed Norma 
will last for many 
birthdays to come. 


The perfect all year 
round gift. 
Silni (silver nickel) ............ 
ee oo 
SSN a arti Rare 8.50 
_ <a Se eee an 12.00 


Western Representative 


FRED L, LEE & COMPANY 


704 Market Street, San Francisco, California 


NORMA PENCIL CORPORATION 


150 Broadway, New York 





Pearls are the most beautiful and most varied of all 
precious gems. 

No other gem has quite the same appeal or suits 
every type of beauty or complexion with such unde- 
niable success. 

We offer a complete line of Orienta Cultured Pearls, 
loose or mounted; also strings from $21.00 (list) up- 
wards. 

May we send you a memorandum selection? 


Ges CAsusto 


65 Nassau Street, New Yorn 


Ask for our interesting 
folder on pearl culture. 





Know Your Merchandise 
“GEM-STONES,” by G. F. Herbert Smith, gives a clear, 


concise, but very comprehensive survey of the various 
precious and semi-precious stones used for ornamental 
purposes. Written in a most interesting and instructive 
manner by an Assistant Secretary of the British Museum 
and a world authority, it presents the history and tech- 
nology of gems, tells what they are, where they are found, 
how they are fashioned, and how they may be dis- 
tinguished. 

It offers the jeweler and his clerks an excellent means of 
fully familiarizing themselves with this interesting subject. 
and provides the answers to many questions asked by cus- 
tomers. Fully indexed, it makes an excellent reference book. 
Over 300 Pages; many tables, plates, and illustrations. Price 
$3.00. Order your copy today from— 


THE JEWELERS’ CIRCULAR - KEYSTONE 
239 West 39th St. New York, N. Y. 














WATCH STRAPS | 


to meet every requirement 
UNEXCELLED WORKMANSHIP AND QUALITY 
PRICED TO SELL PROFITABLY 


are. ee 








WESTERMAN MFG. CO. 1°6;140.W.. 2s! &: 
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Clifford R. Gardinor Dead 

MERIDEN, CONN., April 9.—The funeral of Clifford 
Ross Gardinor, president of the International Silver Co., 
was held at the First Congregational Church at 2:30 p.m. 
today. He died at the Meriden Hospital on April 6, 
where he underwent an operation. . 

All offices and plants of the company, including 
branches in cities outside of Meriden as well as all 





The Late Clifford R. Gardinor 


branches of the International Silver Co. of Canada, Lim- 
ited, were closed as a mark of respect. 

Mr. Gardinor was born on June 6, 1874, in Jersey 
City, N. J., son of John Manning Gardinor, a manufac- 
turer, and Mary Jane Mulford Gardinor. He studied in 
the public schools of Newark and in 1880 entered the 
employ of the Bradley & Currier Company in New York. 
Four years later he entered the payroll department of the 
Westinghouse Electric and Manufacturing Company at 
Newark, where he remained until 1904. For the next 
three years he was in the purchasing department of the 
National Cash Register Company, Dayton, Ohio, leaving 
there as purchasing agent to accept the same post with the 
American Graphophone Company at Bridgeport, Conn., 
whence, in 1909, he came to the International Silver 
Company here in the same capacity. 

As purchasing agent and assistant to the president, Mr. 
Gardinor continued with the company, becoming a mem- 
ber of the board of directors in 1918 and of the executive 
committee in 1919. In August, 1928, he succeeded George 
H. Wilcox as president. 

He was president of the International Silver Company, 
Ltd., of Canada, a director of Manning, Bowman & Co., 
Bradley & Hubbard Manufacturing Company, the Home 
National Bank, the Meriden Trust and Safe Deposit 
Company, and president of the Home and Finance Cor- 
poration, all of Meriden. He was a former president of 
the Meriden Manufacturers’ Association and of the Mer- 
iden Chamber of Commerce and a director of the Manu- 
facturers’ Association of Connecticut 

Surviving are his widow, Mrs. Laura Grabenstein 
Gardinor ; a daughter, Mrs. Henri Prunaret of Wellesley, 
Mass., and a brother, Frank Gardinor of Trenton, N. J. 
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50 CENTS PER JAR 


NOTE: FOR THE AVERAGE SHOWCASE AS 


ILLUSTRATED HERE—USE 3 JARS AS INDICATED 





“BUT IT DOES STOP SILVER TARNISHING" 


—says one of New York’s leading silver merchants. 


Another jeweler writes—'Kindly send us one dozen Silver 

Sentry. The sample purchased in January has proven most 
satisfactory." Another: "We have tried your Silver Sentry in 
our display case and find it very satisfactory.” Still another 
writes: "With your Silver Sentry our silver has now passed 2 
months without the slightest sign of discoloration." 


Thousands of jewelers are taking to this new product. (More 
than one thousand last month, alone). Why? Because Silver 
Sentry keeps their silver, once polished, bright, shiny, free of 
tarnish for at least 3 months without re-polishing, Because 
Silver Sentry banishes drudgery of polishing silver; eliminates 
danger of losing sales through tarnished merchandise; saves 
time and inconvenience of checking stock every day; saves 
money. Costs only 50c a jar. 


Silver Sentry is not a polish, not a lacquer, and is not applied 
to silver. It is an odorless compound that absorbs the tarnish- 
causing gases in the air. One jar works effectively in about 20 
cubic feet or the average size silver chest or drawer, 5’ x 2’ x 2’, 
For the average. s‘ze showcase or display shelves (as shown 
above) 3 jars are recommended. Send for trial order today. 
Now carried by all leading jobbers. Order from them or direct 
from us. Give us their name. Use coupon below. 








(PATENTED) 





x 
Prepared, Tested and 
Guaranteed by Columbia 


ey 
SILVE R | of NTRV Refining Co., Long Island 


GUARDS YOUR SILVER AGAINST TARNISH City, N. Y. Established 
1 le 








Columbia Refining Co., Long Island City, N. Y., Dept. C-55 
(CD Please send me............ trial jars (50 cents each). 
C Please send me............. doz. of Silver Sentry, less regular trade 
discount and bill me through my jobber. 


My name 


My address 


eg rrr re errr re rer Te ere 
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This 
GORHAM ‘Sterling adver- 
tisement appears in the June 
issues of Harper's Bazaar— 
Vogue—House Beautiful— 

Town & Country. | 


GORHAM 65Silverplate ad- 
vertisements appear in June 
McCall's (full color|\—Good 
Housekeeping—American 
Home. 








and get this business 


Thousands of prospective June brides are planning their 
~ silver purchases now. We are helping them make up their 
minds with advertisements in the above magazines—more 
than 5 million messages—each one showing GORHAM 
Z patterns that they can get from YOU. And we direct 
a : GORHAM @ them to you! 

a WPovidena, Rhode Lland. sce 183) 





Get ready now for the good sales that we have started. 











& W. 48th St., New York City Display—show—sell GORHAM. And don't forget this: 
10 S. Wabash Ave., Chicago Gorham prices are never ''see-sawed.'' Gorham quality 
140 Geary St., San Francisco always guarantees a satisfied sale. 
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Trophies are one thing 

to which a jeweler can give real selling effort during the 

doldrums of the summer months. The word “can” is 

used advisedly, for a successful trophy department will 

depend wholly upon the aggressive merchandising of the 

retail jeweler. The plan of a trophy selling program, to 

by be varied and adapted to suit individual needs, may be 
outlined as follows: 

ROY SMITH (1) Stock: Today the jeweler may have in his stock 

trophies of every type, size, and price range, selected from 

the products of not more than two or three of the silver- 

ware companies; and with a moderate investment can 














Retail jewelers can 
















widen their selling display trophies appropriate for every conceivable occa- 
areas and bring ba sion. This is possible because the newer type of trophies 
more customers by ° . = 
alin an tatoos are frequently made with interchangeable figures, sym 
headquarters for bolic of the various sports, and the figures may be fitted 

trophies. on a covered cup or pedestal of any size. The jeweler, by 






stocking several large and small pedestals and cups and a 
good selection of figures, will have a trophy to fit every 

requirement for a comparatively small investment. 
as (2) The next step is to work out a prospect and mail- 
* ing list. This list will have to be divided according to 
the type of trophy which is required in each case, and 
also by seasons, for there would be no point in sending 
out advertisements of swimming trophies in the midst of 
the baseball season. There should be a list for golf clubs, 
one for high schools, one for athletic clubs, and if you are 
located along the coast, for yacht clubs. Of course, there 

(Turn to page 125) 


































Wide World Photo. 


Tennis matches are 
only one of the many 
sports events that 
call for suitable 
trophies. 


A window display of 
sports trophies that 
helped to increase 
-this store’s business. 


ree 
TROPHY 


. 
fuseaving 
*e 
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LITTLE STORIES OF 







No. 3 
SILVER 
TROPHY 







BM ine before the time 


when a silver helmet was pre- 
sented by the Queen of Beauty 
to the winner in knightly com- 
bats, the trophy was a symbol 
for a great deed, the mark of 
merit. In itself, the trophy had 
to be an expression of merit— 
and its design a thing of creative 
classic beauty. The creative 
artistry of Wallace Silver 
Craftsmen in this field has 
made R. WALLACE & SONS 
MFG. CO., WALLING-.: 
FORD, CONN. — “Trophy 
Headquarters.” 


WALLACE Ghilvecsmiths- 


WALLINGFORD CONNECTICUT 





or 
~% 
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You Supply The Lrophy 


TROPHIES are proudly displayed—by individuals or 
groups who win them. They make the praises of your 
establishment ring in club room and living room. 















WALLACE Trophies are noted for their great variety in 
design, appropriate symbolism, classic artistry, and superior 
workmanship. There is an appropriate design to cover any 
club, game, sport or memorial award—a wealth of sugges- 
tions in the new 


WALLACE Trophy Headquarters Catalogue 


There is a personal de-luxe catalogue for you— 
and a handsome full size 48-page catalogue for 
distribution to your Trophy prospects. Only your 
name appears in this Trophy business builder. 


7 Kt U/ UM, (Han (Verda, 
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STERLING SILVER GOBLETS 


and 


BEVERAGE SETS 


Suitable for 
SUMMER SELLING 


Here are a few selected numbers from our unusually 
large assortment of goblets, cordial cups and beverage 
containers which are shown, together with long lines of 
hollowware and flatware in our latest Catalog and Price 
List. If you are not on our mailing list, may we add your ae new 


ia 
f $ ih 
\ Boag 
% S 
+’ ae 
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. Ae 
by 
\E 
f 
\ 


6 ee 
3 

8 

he 


° a . ° ° Manchester Streamline 
name, so that you will receive this showing of outstanding saniey ent 
sales stimulators? Seoeu gn, 


MANCHESTER SILVER COMPANY e PROVIDENCE, R. I. 
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AT THE INDUSTRIAL —_ gg 
ARTS EXPOSITION )0gme 


HE Industrial Arts Exposition, sponsored by the Na- 

tional Alliance of Art and Industry, opened on April 
15 in the forum of the R. C. A. Building, Rockefeller 
Center, to continue for one month. The show offers a 
comprehensive survey of modern achievement in indus- 
trial art, including articles for, in, and about the home, as 
well as the homes themselves. 

Besides the displays illustrated on this page, the follow- 
ing concerns which distribute through the retail jewelry 
store are among the exhibitors: The Hammond Clock 
Co., Seth Thomas Clock Co., New Haven Clock Co., 
Marblette Corp., Mollie Boynton, Inc., and the James 
River Potteries, Inc. 








Display of the R. Wallace & Sons Mfg. Co., showing the mod- 
ern patterns, “Streamline” and “Ultra,” designed by John Vassos. 





Giant clock, dramatic exhibit of the Warren-Telechron Co., which 
counts off the seconds, minutes and hours with electrical accuracy. 


Cocktail set, made in chromium and silver platedware, a 
design of Alfons Bach, manufactured by Keystone Silver, Inc. 








Four-piece tea set designed by Peter Muller- 

Munk for the “Silvermode” line of the Poole 

Silver Co. It is made in silver platedware 
with ebony handles. 


Silverware exhibited by the International Sil- 

ver Co. includes the new “Georgic” pattern, 

some modern hollow ware designs, and other 

flatware patterns—First Lady, Silhouette, Sim- 
plicity and Silvia. 
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For Production’s Sake 


Sterling wares. 





Use AP W Sterling Silver in 


These are the reasons why you can draw A P W Sterling deeper than you would 
have thought possible years ago, often with fewer stops for annealing; why it SILVER SOLDERS 
takes solder so well, and why it can be brought to a high polish so readily. 





AP W 


STERLING SILVER 





PLATE 

Everything connected with A P W Sterling is new—except our experience, even pe 
that is sixty years young. CIRCLES 

j SQUARES 
In keeping with the silversmithing methods of today is every factor in producing RECTANGLES 
A P W Sterling; based on pure electrolytic Silver, rolled to exact sizes in the OVALS 
most modern and accurate mills, and annealed to a uniform fireless finish in 
the latest types of furnaces, unfailingly governed by electrical control. Every SILVER ANODES 


operation is handled by a highly skilled personnel under technical supervision. | 4 pure Electrolytic Silver evenly an- 


nealed for uniform deposition 


Plate, Sheet, Strip, Wire, Filings, in 
grades for all purposes 


A P W Sterling is made for the modern, speedy and efficient production of fine SPECIAL SILVER ALLOY 


For Enameling 





WE INVITE A TRIAL ORDER AS THE BEST PROOF WE CAN OFFER 


THE AMERICAN PLATINUM WORKS 


N. J. R.R. AVE. AT OLIVER ST., 


NEWARK, N. J. 














FINE COFFEE SETS 
STERLING 





CURRIER & ROBY 
SILVERSMITHS 


217 E. 38th St., New York 








LUCKY-LOVE DIAMOND 
WEDDING RING COMPANY, Inc. 


wish to announce that in addition to their already 
OUTSTANDING and MOST POPULAR diamond 
wedding rings and mountings, they are now manu- 


facturing A NEW LINE OF ORIGINAL DESIGNS in 


engraved and faceted seamless wedding rings. 


You will marvel at the loveliness of their new Creations 
fashioned by skilful modern artisans, in keeping with 
the modern styles. Each ring is of outstanding in- 
dividuality, hand carved and beautifully finished. 


Made in white and natural gold, 10k, 14k and 18k, 
also platinum. ; 


Prices range from $10.00 to $72.00 per dozen. 
Feature "LUCKY LOVE" rings and watch your sales 


grow. 


Mats and window displays cheerfully supplied without 
charge. 


NOTE NEW ADDRESS OF OFFICE AND FACTORY 


LUCKY-LOVE DIAMOND 
WEDDING RING COMPANY, Inc. 


71-73 Nassau Street, New York, N. Y. 
REPRESENTATIVES 


NEW YORK & EASTERN STATES..J. Altschul, L. Kroll 
0 Ee ery re ree ee 1. J. Schwartz 
Se a rr M. A. Arbus 
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Suggested Improvements in Bankruptcy Act 


In This Article Hugo J. Frankl, a Member of the New York Bar, Outlines 
Proposed Changes Calculated to Effectuate Three Distinct Objectives 


An imposing array 
of dignitaries officiate in the administration of bankrupt 
estates. The procession begins with the attorney for the 
petitioning creditors and extends to the receiver, his 
counsel (who, in actual practice, is frequently the peti- 
tioning attorney and does the bulk of the work), cus- 
todians, appraisers, accountants, the trustee and _ his 
counsel, the referee, the official stenographer, and numer- 
ous friends and relations. This is fairly keen competition 
to the creditors. It explains in part why a trust company 
during its regime as receiver in bankruptcy for the 
Southern District of New York in above sixteen hundred 
cases devoted 30 per cent of the amount realized from 
the insolvencies for administration purposes. The cred- 
itors received about 814 per cent in dividends. 

The intended purpose of the Federal Bankruptcy Act 
is to bring relief to an honest debtor who is unable to 
pay his debts and to distribute with all speed his remain- 
ing assets ratably among his creditors. The machinery set 
up for this purpose contains many safety-valves, gov- 
ernors and other protective devices to safeguard against 
fraud. The large majority of insolvencies, however, are 
not tainted with fraud. They can be administered with- 
out benefit of all its cumbersome machinery. Hard rules 
rarely make good law. Yet, to avoid dissipation and 
fraud, there can be no relaxation in the law. 

That is why creditors are compelled to pay 30 per cent 
of the assets to realize 8'%4 per cent of their claims. One 
might as reasonably engage a transoceanic steamer to cross 
the Hudson River. 

In the ordinary bankruptcy case the trustee duplicates 
(in part at least) the work of the receiver, and the attor- 
ney for the trustee endorses the work of counsel for the 
receiver. 

The receiver has a number of legal instruments to 
sign. In addition, poor soul, he appoints the custodians. 
These lock the premises of the bankrupt and brush their 
hands for work well done. He painstakingly chooses ap- 
praisers from among his list. But the point is that it is 
essentially a one-man job. Receivers are in most part 
attorneys and know bankruptcy procedure as well as the 
next man. Clerks are reputedly adept at locking doors, 
and as regards appraisers—I have yet to find a case in 
which their evaluation corresponds with the proceeds 
realized from the sale of the debtor’s assets. 


A petition in bankruptcy 
pronounces the debtor as unable to pay his debts. In 
substance, he turns the wreckage over to his creditors. 


This has evolved the high-blown theory that the creditors 
should be placed in charge of their undissipated chattels. 
To this end the law permits them to appoint a man of 
their own choosing, henceforth known as the trustee. 
More often than not, however, his existence is deter- 
mined without their cooperation. 

It then appears to’be the better part of common sense 
to revise the law by conforming it to realities. The situa- 
tion in the average bankruptcy can be remedied by cloth- 
ing the receiver with the powers and functions of the 
trustee. Such an office would go a long way in staying 
the frenzied rush of interested parties to snatch a bit of 
the bacon. The business aspects that are present under 
the law as it exists today would give way to a true pro- 
ceeding in equity as is intended by the Bankruptcy Act. 
Each official receiver could build a permanent staff of 
efficient, experienced workers in place of the temporary 
clerks and assistants who serve for occasional appointees 
today. 

Moreover, duplication of fees would be avoided, assur- 
ing the creditors of an increase of at least 25 per cent. 
Creditors would no longer be creditors in name only. 
Their share in the state would no longer be nominal but 
substantial. Interest in bankrupts would mount propor- 
tionately as a consequence; and active interest by cred- 
itors is the most powerful deterrent against fraudulent 
bankruptcies. Finally, and by reason of the above, official 
referees would be able to expedite the liquidation of in- 
solvent estates. 


Under the former provision 
a year was permitted in which to prove claims. They 
would lazily drift in, creditors taking advantage of this 
unnecessarily long period. Some years ago the statute was 
amended reducing the period to six months. In the ordi- 
nary bankruptcy this is still too long. Time makes lag- 
gards. The amount of a claim is a matter of easy 
bookkeeping computation and its legal nature can be 
determined readily enough. The statute thus prevents a 
prompt apportionment of the debtor’s assets. It should be 
amended reducing the period from six to three months in 
all cases where the number of creditors does not exceed 
25 and the assets, as they appear in the schedule, are less 
than $20,000. 

The proposed changes are calculated to effectuate three 
distinct objectives, viz.: The prompt distribution of divi- 
dends; a reduction in the cost of administration with a 
corresponding increase of returns to the claimants; and 
arousing the interest of creditors so as to reduce fraudu- 
lent bankruptcies. 
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COMPLETELY STOCKED ON 


HAMILTON WATCHES 


And COMPLETELY SOLD on HAMILTON POLICY of 
CONTROLLED DISTRIBUTION 


which has established sounder, more 
























satisfactory relations between manufac- “Georgic” the distine 
° 7 e iva new m. 
turer, wholesale distributor and retailer, & Son slverpiate pat 
. . t it 
and protected the legitimate profits of mony bosom a 
terns we are author. 
each. ized to supply you 
, ” with under 
Our stock of Hamilton Watches is com- 
plete at all times to meet your require- S 
ments. We have all the newest models cred! San 
. the new spring line that challenges emneteaapeten:- 
comparison for beauty and unusual Company Contrld 
value. Order now. . . and let us be your oder pallen waidk a 
Headquarters for Hamilton in Zone 2! wad coupons 





“BARTLETT” “JOAN” I. A L bE E R T S S O N S ’ I N C : 


100% American 


Watch Distributors 373 WASHINGTON STREET 
ELGIN ILLINOIS BOST 
HAMILTON WALTHAM OSTON MASS. 





DIMULALDMAMALDLALALDMIALDDMLM LLM ANLDOIMDILLL LL 
ANNOUNCING THE NEW PATTERN IN WM. ROGERS & SON SILVERPLATE 





ize) Keir 


It’s Bound to be a Winner! 


Georgic is a perfect companion to the 

J. W. Johnson popular, richly decorated Burgundy pat- 

tern. Both have the important poe 

e features of Wm. Rogers & Son ver- 

has it for you plate: Improved Finish, Heavier Blanks, 

Increased Plate, New Style Modeled Han- 

dle Knives, Free Prevent-Tarnish Chests 
or Tuck-Aways. 








OUR customers who want dignity and 
rich simplicity of design plus fine 


modern smartness will find it in the Geor- Our stocks are complete ... ready for 
gic pattern. you. Telephone, or write, and our rep- 

resentative will call to show you the new 
Its smooth flowing lines and glowing, Georgic, or any other beautiful Wm. Rog- 
polished surfaces are enriched with a ers & Son pattern. Call... or send in 
minimum of decoration . .. a modern your initial order for a representative 
interpretation of the lovely old gadroon selection ... right away! Get the busi- 
motif. ness Georgic offers you. Let us serve you. 








































J. W. JOHNSON 
Pitty le a ol Channa Angeeiet Chilis Meuiiener 
| 4 ee I Lara 14 Maiden Lane New York 1 West 47th St. 
| DVL DLL LE EDEL: 
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Questions and Answers on Controlled Distribution 


By PHILIP KIND of S. KIND & SONS 


Y very good friend, J. L., is the head of an adver- 

tising agency in Philadelphia. I mentioned to him 
that I had been asked to write for this paper on the sub- 
ject of Controlled Distribution and perhaps I can express 
my views no better than to record our conversation. 

J. L.: “What do you mean by controlled distribution ?” 

P. K.: “I mean that plan of merchandising on the part 
of a manufacturer through which he controls his product 
up to and including the final sale by the retailer to the 
consumer.” 

J. L.: “Control it in what way?” 

P. K.: “To determine who shall sell it and how he 
shall sell it.” 

J. L.: “What do you mean by how he shall sell it?” 

P. K.: “Particularly the price at which he shall sell it.” 

J. L.: “Do you favor this kind of control ?” 

P. K.: “Decidedly.” 

J. L.: “You mean because it benefits the retailer?” 

P. K.: “Not only that. If it benefited the retailer only, 
my opinion would be a prejudiced one. It would be the 
squeal of a retailer against anything that encroaches on 
his own domain. I believe that only through controlled 
distribution can the manufacturer of a standard adver- 
tised product maintain a continuous market. 

“I will give you a very good example. A certain Amer- 
ican watch, with a long and creditable record, has, 
through inherent merit and good advertising, developed 
a high standard of acceptability in the public mind. Orig- 
inally this watch was marketed through jobbers to the 
retail jeweler and sold by the retail jeweler with profit. 
Within the last decade or two the gross margin allowed 
the retailer was gradually increased because of the insis- 
tance of the instalment jeweler, who entered the field in 
a large way in the 1920s. He wanted to offer this watch 
as a leader at the standard cash price on liberal instal- 
ment terms. As the margin of profit widened, price- 
cutting increased. First the instalment jeweler, by offer- 
ing long time payment plan at the cash price, worked 
against the cash jeweler. Second, wholesaling-retailing of 
this product entered the field in a big way. As a result, 
while retailers still regarded the watch as a desirable 
timepiece, they lost interest in pushing it because they 
were up against unfair competition which was constantly 
making itself felt.” 

J. L.: “What was the outcome?” 

P. K.:. “Retailers continued to carry this watch, but 
put their selling strength on other brands which could not 
be bought at cut prices through the upstairs jeweler, 
vest-pocket jeweler, the wholesaling retailer, etc.” 

J. L.: “How did this affect the sale of the watch?” 

P. K.: “The sales fell off and its prestige suffered def- 
initely. Without the enthusiastic recommendation of the 
cash jeweler, who has always had the confidence of the 
public and whose advice and counsel the public regards 
highly, the standard of the watch fell in the public mind 
and the sales went down.” 

J. L.: “Then what happened ?” 

P. K.: “A little more than a year ago-this manufac- 
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turer. decided upon an entirely new, drastic, controlled 
sales policy.” 

J. L.: “What kind of control did he set up?” 

P. K.: “He discontinued the sale of his watch to almost 
all of the 200 odd wholesalers or jobbers throughout the 
country and distributes them entirely through a selected 
14 or 15 wholesalers, designating to each one the territory 
in which he may sell the watches to legitimate retailers 
who will maintain the retail price. Under this plan the 
retailer gets his supply of these watches from the jobber 
designated in his territory. 

“The prices are fixed from the factory to the jobber, 
from the jobber to the retailer, and from the retailer to 
the ultimate consumer. The responsibility of maintaining 
this routine is put up to the jobber. It is up to him to 
see that the watches do not pass out of his hands except 
to retailers who will maintain the price. Through a 
careful check of watch numbers, violations of this policy 
can be traced and I understand that the jobbers who act 
contrary to the policy will lose their franchise. By limit- 
ing the output to a small number of jobbers with a large, 
rich sales territory for each one, they have a prize which 
they would be loath to lose. And with this threat they 
are naturally kept in line.” 

J. L.: “Of course, this helps the retailer, but how does 
it help the consumer ?” 

P. K.: “Under the former unplanned, uncontrolled 
sales policy the retail jeweler was getting all the worst of 
it. Carry this to its logical conclusion and he would soon 
be eliminated. Without him, even though the consumer 
could get the watch at a lower price, he would have no 
place where he could see assortments, get retail service 
before purchase, at time of purchase, or after purchase. 
Without retail jewelry stores throughout the country the 
consumer would undoubtedly be deprived of continuous 
watch service which he demands and requires. 

“Taking this one brand of watch as an example, we 
plainly see what would have happened had they continued 
without controlled distribution, and what is now happen- 
ing under their controlled distribution.” 

J. L.: “What has been the result since they have con- 
trolled distribution ?” 

P. K.: “Jewelers everywhere have again put this de- 
sirable watch forward as an item they are glad to recom- 
mend and sell. As a result general business has much 
improved. The manufacturer finds better results in quan- 
tity and in dollar volume through the approval and sales 
support from the natural watch outlet, namely, the retail 
jeweler.” ' 

J. L.: “Do you know of any other manufacturers who 
have tried controlled distribution in your line?” 

P. K.: “Yes. Several of the manufacturers of sterling 
silver tableware; in fact, the leading ones in the industry 
have controlled distribution of their products for several 
years.” 

J. L.: “Do they all operate on the same plan?” 

P. K.: “No, there are differences in their plans. But 

(Turn to page 70) 














Distributors in Zones 2 and 3 


for 


HAMILTON WATCHES 


And Proud Of It! 


We have had gratifying re- 
sults from Hamilton Con- 
trolled Distribution and are 
pleased with the great ad- 
vantages it offers. Our retail 
contacts have been improved 
with mutual profit and satis- 
faction. Many former busi- 
ness evils have been stamped 
out through this modern, far- 
sighted Hamilton policy. 





“ALDYCE” 


The new Hamilton spring 
line features last minute 
styles that firmly establish 
Hamilton as a designer of 
timepieces as beautiful and 
smart as they are accurate. 
Our complete stock of 
Hamilton Watches is at 
your service and your or- 
ders will receive prompt, 
careful attention. 


REG. U. 8. PAT. OFF. 
The mark of _ the 
International Silver 


Company —a_ guar- 
antee of quality. 


D.C.PERCIVAL & CO. Inc. 


Established 1864 


373 Washington St. ¢ Boston, Mass. 





“MASON” 


We are also Authorized Distributors for 
International Silver Co. Have you seen 
“Georgic,” the newest pattern designed 
by Wm. Rogers & Son? 
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Controlled Distribution 
(From page 69) 


on the whole silversmiths do all they possibly can to pre. 
vent their advertised standard quality merchandise getting 
into the hands of any one but selected retail jewelers, 
and these in turn maintain the list prices when the goods 
are resold to the consumer.” 

J. L.: “Do you think this helps anybody except the 
retail jeweler?” 

P. K.: “The sale of silverware requires the presenta- 
tion of a complete selection involving a heavy investment 
in inventory. If the consumer could not find an adequate 
selection of silver patterns at that retail jewelry store, he 
wouldn’t be able to make up his mind what pattern to 
buy. He would not be able intelligently to choose the 
pattern that he wants. The service that goes with a silver- 
ware sale should include suitable engraving, packing in 
flannel bags, and attractive, expensive boxes, and delivery, 
All this is part of the service which the retail jeweler 
gives the consumer. When the price cutter comes in, the 
consumer still uses the retailer’s store, salesmen, stock 
investment, etc., to make up his selection. Then, having 
decided on the pattern he wants, if it is not under the 
controlled distribution plan, he gets it from the whole- 
saling retailer, or some other price-cutting outfit, at a 
reduction. At the time he thinks he is making a big 
saving. He gets the goods without engraving, without 
suitable packing, and, of course, there is no delivery. If 
he takes them outside to be engraved, he has to pay for 
it, and usually gets an engraving job inferior to the work 
done by the retail jeweler. 

“The silver still lacks that attractive gift-packing which 
makes it look like a high-class product. It is just “bar- 
gain” merchandise and cannot be considered anything ~ 
else. But even assuming that the consumer is satisfied 
with this, if this went on without controlled distribution, 
the price-cutters would gradually get more business, and 
the retail jeweler would have to go out of the silver busi- 
ness, or maybe out of business altogether. Then how 
could the manufacturer get his goods across to the con- 
sumer? If you and your wife wanted to buy a set of 
silver, you would want to see the product of several 
manufacturers displayed side by side; you would like to 
have a wide range of patterns to choose from. You 
wouldn’t be satisfied to go from one up-stairs jeweler to 
a wholesaling retailer, and then to some nondescript in 
a third place, to see here and there a few sample pieces 
of silverware, or maybe only an illustration, and from 
this to make your choice of a purchase as important as a 
complete table service.” 

J. L.: “No, I suppose I wouldn’t.” 

P. K.: “As things are today, if you want to buy ster- 
ling silver tableware, you will find that the patterns you 
most like, the products of the best manufacturers, the 
finest designs and the finest workmanship, are offered only 
in the retail jewelry stores at fair and proper retail prices, 
and you cannot get them anywhere else, nor can you get 
them at a lower price. While that situation continues, 
the manufacturer will have a good outlet for his goods; 
the retail jewelry store will properly control the retail 
silver business, and the consumer will get good service, 
good merchandise and fair prices. 

“Therefore I believe in controlled merchandising.” 
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Benefits of Controlled Distribution 
By Bruce McCague 
Cornell & Hubbard Co., Cleveland 
UR jewelry industry has suffered more than any 
other from the wolves in sheep’s clothing who have 
priced up, bootlegged and catalog-sold the public at the 
expense of the retailer, and many times at an unknown 
cost to the consumer by the substitution of unknown 
brands. 

Frequently, people within our own trade have aided 
and abetted these “gyp” operators, sometimes knowingly, 
sometimes unconsciously. Volumes have been written, 
thousands of meetings held, but the practice has gone on. 

Now, across the horizon, sweeps “Controlled Distribu- 
tion.” Like the rays from Apollo’s chariot comes a light 
that brightens the gloom of the retailer. Here at last is 
a plan that controls in a definite, orderly and proper 
fashion the distribution of products from the manufac- 
turer through the wholesaler and retailer to the ultimate 
consumer, protecting each and giving new hope to all. 

My toast is to the Controlled Distribution of all prod- 
ucts in our industry as it means more business, better 
profits and greater security to every one within the chain. 





E. W. Reynolds Co., Los Angeles, Purchases Business of 
R. & L. Myers Co., San Francisco 


Los ANGELES, Cauir., April 24—The E. W. Reynolds 
Co. has purchased the business of R. & L. Myers Co., 
material house in San Francisco. For the time being they 
do not contemplate carrying anything but a complete stock 
of materials. With a material house branch in San Fran- 
cisco, it will make the contacts with the northern part of 
the state much easier and expedite service. 

The E. W. Reynolds Co. has enjoyed a fine business 
in the watch material department, which has for many 
years been operated out of Los Angeles. 





Bronx Jewelers Discuss Price Cutting 


Members of the Bronx Retail Jewelers Association 
met in Bronx Castle Hall, 149th St. and the Grand Con- 
course, on April 9, President Korsunsky presiding. 

Discussion turned about the problem of price cutting 
of silver plated flatware, which had taken on a serious 
aspect during the pre-Easter buying season. Many jewel- 
ers reported that they had lost sales because other mer- 
chants were not maintaining the prices set by the manu- 
facturers. Mr. Korsunsky was asked to confer with the 
New York representatives of the manufacturers. 





Newburgh, N. Y., Jewelers Elect 
Albert Brundidge President 


NewsurcH, N. Y.—At the annual meeting of the 
Newburgh Retail Jewelers Association held April 4 at 
the Palatine Hotel, Albert S. Brundidge was elected 
president of the organization, succeeding Thomas F. 
Kavanagh, who has held the office for the past three 
years. Louis Kades was reelected secretary and treasurer. 

Present as guests at the meeting and banquet which 
followed were William D. McNeil, president of the 
A.N.R.J.A., Charles T. Evans, national secretary, and 
Samuel Feldman, president of the New York State Retail 
Jewelers’ Association. 
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THE A.H.FICKEN Co. 


beginning 


The Second Great Year 
of Controlled Distribution 


on 


HAMILTON 
WATCHES 





“NELSON” 


We expected great things of the 
Hamilton Policy when it went into 
effect a year ago... and they have 
all come true! Retailers and whole- 
sale distributors have enjoyed closer 
cooperation and larger profits, pro- 
tected by Controlled Distribution 
from the depredations of unfair com- 
petition. 

Hamilton Watches present unusual 
opportunities to the retailer in other 
ways as well . . . smart style, fine 
workmanship, precision of perform- 
ance and sales appeal. Display the 
new Spring line and let us keep you 
supplied in Zone 8. 


THE A. H. FICKEN CO. 


Wholesalers of Watches 


850 Euclid Avenue 
Cleveland Ohio 
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WeE WasTE Worpbs 


If we tell you of the excellence of Hamilton Watches, the information 
is superfluous. 


You KNOW HAMILTONS 


But when we emphasize the excellence of their selling plan, we can- 
not speak too strongly. 


THE Best YET 


It is your best bet. 
The one weakness is now eliminated. 
Hamilton will tell you about the 1935 line. 


WE SELL HAMILTONS 





























THE ALBERT WALKER Co. 


ee 
Zone 2 Providence, R. |. 



































LILI LMM MMLLMNNLIMLLLLIL LMI LLL LLL 
ANNOUNCING THE NEW PATTERN IN WM. ROGERS & SON SILVERPLATE 





GEORGIC 


The demand today is for apparent quality—modern 
style—and low price, and all these are what GEORGIC, 
the new pattern, has. 


Simple elegance, the lovely lines and chaste gadroon 
border, all answer the need for something that will sell 
today’s exacting customers. 


New display packages and the Black & Gold Chest, 
shown here, are features that will encourage sales of 
this smart pattern. The case is included without extra 
cost with all 26, 34 and 50 piece sets of Wm. Rogers 
& Son Silverplate. 





Take advantage of the opportunity this newest Wm. 
Rogers & Son pattern offers. Order a representative 





Sets with Viande or Hollow ° . ° ° 
Handle Knives selection from us. Display GEORGIC in your windows, 


26-Piece Set ae 90 e150 on your counter—see how it sells. 


34-Piece Set ..... $16.90 $28.25 


We Are Distributors of 1847 Rogers Bros. and Wm. Rogers & Son Silverware 


N. SHURE CO. 


200 WEST ADAMS STREET . . . ° CHICAGO, ILL. 





—— 
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Hamilton Controlled Distribution Plan Reaches 
First Anniversary 


That the controlled distribution plan, which was 
adopted a year ago in a campaign to eliminate harmful 
and destructive practices and to confine the sales of Hamil- 
ton watches to ethical retail outlets, has proved of great 
benefit and has received the approval of wholesalers and 
retailers is well known in our trade. 

The zone plan as adopted by the Hamilton Watch Co. 
is the result of three years of study and consideration by 
the Hamilton Sales Research Department. It grew out 
of an analysis of successful methods of sales and mer- 
chandising in other fields, with consideration given to 
the abuses peculiar to jewelry merchandising distribution. 

The inauguration of the plan involved many changes 
in the distribution organization of the watch company, 
as well as the sacrifice of a considerable volume of busi- 
ness. However, it was believed at the time that the plan 
would get the wholehearted support of the jewelry trade 
and it has proved its worth by protecting retail jewelers. 


Texas-Louisiana Retail Jewelers Association 
Re-elects Officers 


Houston, Tex., April 24—The jewelry business is 
out of the depression and on the highroad to recovery. 

That sentiment, sounded by L. S. Dickason of Tyler, 
president of the Texas-Louisiana Retail Jewelers Associa- 
tion, was the keynote of the annual convention held in 
Houston, Texas, on April 22-23. 

In his annual address to some 200 jewelers who as- 
sembled in the Rice Hotel, Mr. Dickason told them there 
had been an improvement of 33 1/3 per cent in business 
during the past two years. 

“We are at a point now where we are making rapid 
progress,” he told the convention. ; 

“The increase in the price of gold and the great amount 
of talk about both gold and silver have increased the sale 
of jewelry. We got much advertising out of it. The 
people became more interested in their own jewelry and 
added to their supply of it. 

“Higher silver prices have caused the people desiring 
silverware to rush in and buy before the price goes 
higher.” 

Along with his trend of optimism Mr. Dickason 
sounded a warning of potential danger for the jewelry 
trade. He listed two of these dangers as the proposed 
30-hour labor law and excessive taxation. 

He levied his warning particularly against the 30-hour 
law. 

“Of course we understand that the purpose of the pro- 
posed 30-hour week law is to put more men to work,” 
he added. “But if we do this we will have to pay them 
less. It is absurd to pay the same amount for labor to 
twice the number of persons. Men have to live.” 

Arient taxes he said: 

“If tax increases aren’t stopped we soon will be selling 
taxes instead of merchandise. 

“Legislators seem to think that jewelry is a luxury and 
that heavy taxes should be imposed upon it. They con- 
sider a good timepiece a luxury—and silverware, a very 
necessary thing, is }ooked upon by them as a luxury.” 

He termed the jewelers code a good thing generally 
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for the trade, but said that some provisions were danger- 
ous. He urged jewelers to study the code and make what- 
ever changes are needed themselves, rather than put the 
problem up to government arbitration. 

President Dickason’s sentiments were seconded by two 
of the principal addresses at the convention. 

Myron Evarts of Dallas, vice-president of the Ameri- 
can National Retail Jewelers’ Association, was even more 
optimistic than Mr. Dickason. 

“Business is getting better and will continue to get 
better,” he declared. ‘“There is no doubt but that it is 
on the up-and-up. There is a new crop of buyers and 
it is most important that you recognize this. 

“There has been a redistribution of wealth during this 
depression. Somebody has been making money and it is 
up to us to find out who that somebody is and sell him. 

“We, as retailers, are the neck of the bottle in the 
whole recovery plan. The neck must be well greased so 
that merchandise can get out in a hurry.” 

Mr. Evarts also discussed briefly the activities of the 
national association such as the current program for code 
adjustment, the fight on the Black 30-Hour Labor Bill, 
an insurance plan, an engraving survey and the campaign 
against the sales tax. 

He called attention, also, to the plan for a national 
publicity drive and declared that “it is wonderfully good 
for us.” 

“I wonder if you have noticed that the girls in recent 
cigarette advertisements wear jewelry?” he asked. “The 
men who planned that publicity campaign are responsible 
for this. They are seeing that advertisements in all medi- 
ums display jewelry in art work as often as possible.” 

Mr. Dickason’s warning against excessive taxation was 
reiterated by F. E. Morris of Dallas, executive secretary 
of Texas Retail Dry Goods Association and chairman of 
the Citizens Anti-Sales Tax Association. 

“Business today needs to be studied more than ever 
before,” he told the delegates. ‘Every item that is sold 
today is burdened with taxes. The cost of each item is 
composed of taxes and the actual merchandise value. 

“Business can stand no more taxation than is leveled 
against it, yet we continually hear the cry from our gov- 
ernment ‘more revenue.’ 

“We must ask our legislators to impose no new taxes 
upon us. If more revenue is needed let them tighten up 
and strengthen the revenue laws. Let them collect from 
those delinquents who have been evading their duty long 
enough.” 

The jewelers were told by John L. deBrueys, Houston 
advertising man, that their industry needs an awakening, 
needs to be revitalized and brought into step with the 
new tempo of American business. 

“It may be kept there with the right kind of advertis- 
ing and publicity,” he said. 

The new generation must be appealed to in a modern 
way, he declared. After a jeweler makes his store attrac- 
tive to customers by featuring the right kind of displays 
of the right kind of merchandise he must advertise in 
newspapers, over the radio and by mail. 

One of the most interesting of the more or less techni- 
cal talks was made on diamonds by Rudey Huegsen of St. 
Louis. 

He told the delegates that women always have and 

(Turn to page 74) 














FLASH! 


New 14/0 Size Hamiltons 
Now in Stock 





~READY FOR SHIPMENT TO 
OUR RETAIL CUSTOMERS 


As authorized Hamilton Wholesalers in Zones 4, 5, 6 
and 7, we are ready to receive orders for immediate 
delivery on the new Hamilton “Wrist-Conforming” 
Strap Watches. Every good jeweler in America has 
been waiting to see these new Hamiltons. They are 
here for you now. We are able to illustrate here only 
three of the many new models. 


Write for information on complete line 


of new HAMILTONS for 1935. 





BARTLETT—Grade 980, 17 jewels. 
14 K filled natural yellow gold only, 
mirror-lapped. With applied gold 
marker dial (shown) .......... $55.00 








SENECA—Grade 982, 19 jewels. 14 K 
natural yellow gold only. With ap- 
plied gold numeral dial (shown), 
$77.50. With inlaid black enamel 
ee eee See $75.00 
































CARSON—Grade 980, 17 jewels. 14 K 
filled natural yellow gold only. With 
inlaid black enamel dial (shown), 
$50.00. With applied gold numeral 
SE bvnterdadicyavegencaskoual $52.50 


THE NON-RETAILING CO. 
LANCASTER, PA. 
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“Controlled Distribution — Legitimate Retail Profit” 
By WALTER MAYER 


Wallenstein-Mayer Co., Cincinnati, Ohio 
oo the initiation of controlled distribution by g 
number of the leading manufacturers of silverware, 
watches and clocks, it has been most advantageous to the 
manufacturer, the wholesaler and the retailer. 

The wholesaler is in a position to sell these lines only 
to legitimate dealers who are entitled to purchase such 
products of well known and advertised brands of the man. 
ufacturers of articles sold under the controlled distriby. 
tion plan, and it has been a decided advantage to the man. 
ufacturer. 

It enables him to cut his cost of distribution to a minj- 
mum and the greatest advantage has been to the retaj] 
jeweler, from the fact that merchandise manufactured 
under the controlled distribution plan allows the retailer 
to receive a legitimate profit as he does not come in con- 
tact with competition from the mail order house who sells 
direct to the consumer and cut price retailers. 

It has been our experience that under this plan our 
volume has increased materially which proves conclu. 
sively that the same condition exists with the retail 
jeweler. 

We could go on indefinitely and write volumes of the 
great advantages of controlled distribution, and we should 
like to see many more manufacturers come in to the pic- 
ture under the same plan which would greatly benefit 
and increase the volume of sales for the entire jewelry 
industry. 





Texas-Louisiana Convention 
(From page 73) 


always will want diamonds—that if they can’t get a carat 
stone, they’ll take a half-carat or a quarter, just anything 
so_that it is a diamond. 

He declared that diamonds were always a “good buy,” 
that Americans as a whole are slow to recognize diamonds 
and that New Yorkers buy some of the poorest diamonds 
in the world. 

Some fifty manufacturing jewelers took up two score 
or more hotel rooms to show their latest styles to the dele- 
gates. 

The delegates were welcomed to Houston by Mayor 
Oscar Holcombe and R. J. Slagle, president of the Hous- 
ton Retail Jewelers and Watchmakers Association. 

At the end of the convention the association reelected 
Mr. Dickason as president; J. C. Anderson of Lubbock, 
Texas, vice-president; Mr. Slagle vice-president, and 
Marcus Baerwald of Dallas, secretary-treasurer. 

Two new members of the board of directors were 
named. ‘They were Ben Schwartz of San Antonio and 
Francis Upchurch of Mart, Texas. Others on the board 
are I. J. C. Holland of San Angelo, R. D. Armstrong of 
Waco, A. E. Gorman of Shreveport and Myron Evarts 
of Dallas. 

As a token of their esteem and appreciation of his work 
for the association, the delegates presented Mr. Baerwald 
with a gold wrist watch. 

The association also adopted resolutions indorsing the 
action of President Roosevelt in instituting the NRA, 
commending the national code authority committee and 
the president of the American National Retail Jewelers 
Association for their efforts in behalf of the retail jewelry 
industry. 
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“Let’s See It Through” 
By JAY G. ENGLE 
of J. Engle & Co., Baltimore, Md. 
HEN a manufacturer, wholesaler or retailer en- 
deavors to get business not logically nor economical- 
ly his, it usually reacts with dire results. The functions of 
each are definite and clear-cut. For this reason, a sys- 
tem of controlled distribution is necessary in order to 
accomplish the best results; not only in protecting the 
manufacturer who has spent years of effort in providing 
and marketing an article of quality and high standard, but 
also in protecting the wholesaler and the retailer as well, 
in the distribution of such merchandise so that all will 
have a feeling of security and a reasonable profit in re- 
turn. 

Controlled distribution tends to lessen price cutting 
and general unethical methods, a continuation of which 
can only result in disaster. 

No undertaking can be successful without the com- 
plete coordination of all branches, and leading manufac- 
turers are beginning to realize that successful distribution 
can only be attained by unselfishly considering the in- 
dustry as a whole, and if such a policy is adopted, it 
should be handled with a sense of fairness, courage and 
a determination “to see it through.” 


Leipzig Fair a Big Success 


It is reported from Europe that the Leipzig Fair just 
concluded was the largest and best attended in several 
years, indicating a general revival in world trade. Ac- 

‘ cording to the official reports, 180,000 buyers visited the 
Spring Fair, an increase of 40,000 over last year, of whom 
21,000 were from foreign countries, an increase of 25 per 
cent over 1934. The United States sent 356 buyers rep- 
resenting a wide range of business interests. Seventy-four 
countries in every corner of the world were represented 
at Leipzig this year. 


Merchandise Market 


Gemex Introduces New Leather Cord Watch Straps 


The Gemex Co., Newark, N. J., has recently introduced a 
smart selection of numbers in their three star line. The leather 
is braided by a special patented process. The prevailing colors 
are black and tan. 


National Pen Inspection Week 


The W. A. Sheaffer Pen Co., Fort Madison, Iowa, will con- 
duct a nation-wide Promotion Week on pen health during the 
week of May 20-25. The entire American public will be in- 
vited to have their pens inspected at stores. Window display 
and other material for calling public attention to National Pen 
Inspection Week will be supplied dealers. 





A Service Kit for Ronson Lighters 


A recent development in the service program of Art Metal 
Works, Inc., in connection with its product, the Ronson lighter, 
is the introduction of the new Ronson service kit. This handy 
metal box, about the size of a typewriter ribbon container, in- 
cludes a package of Ronson igniters, a Red-Tip fuel-fill capsule, 
a spark-wheel brush, a wick and inserter, as well as a small 
16-page instruction booklet. 

This new Ronson service is a part of the concern’s endeavor 
to keep “as many lighters as possible in constant use,” the 
basic idea being that when lighters provide complete satisfac- 
tion their owners regard them as indispensable and use them 
on every occasion. 
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We're Still MORE 
Enthusiastic About 


CONTROLLED 
DISTRIBUTION 


and 
HAMILTON WATCHES 





“DONOVAN” 


We heartily endorsed the Hamilton 
Policy when it was inaugurated, and 
are still more enthused about it today. 
Hamilton Controlled Distribution has 
more than fulfilled its promise of better 
business relations between the whole- 
sale distributor and the retailer, result- 
ing in improved service to the con- 
sumer. 

We are fully stocked to supply retailers 
in Zone 21 with beautiful, new Hamil- 
ton Watches. Call on us, whatever 


your requirements. 
The mark of the International Silver 
Company—a guarantee of quality 


REG. U. S. PAT. OFF. 


We are also authorized under Interna- 
tional Silver Controlled Distribution to 
serve you with “Georgic,” the exquisite 
new Wm. Rogers & Son silverplate 
pattern. 


E. W. REYNOLDS CO. 


Established 1888 
Metropolitan Bldg., 5th Ave. & Broadway 
Los Angeles, California 


















ANNOUNCING THE NEW PATTERN 


GEORGIC 


I / ’ | in WM. ROGERS & SON oniciNaL ROGERS SILVERPLATE 





You will find Georgic is what many of your customers want. Its simple, 
classic beauty . . . high polish . . . exquisite gadroon border, all per. 
fectly express excellence of taste. 





And the price of Georgic is so low! The 26 piece service, including 
handsome Prevent-Tarnish Chest, retails for only $21.50. 


Our stocks are also complete on all Wm. Rogers & Son patterns: Bur. 
gundy, Paris, Guild and Mayfair. For details, write or telephone . .. or 
send your order at once. 





We Also Carry Complete Lines of the Following 
Nationally Advertised Merchandise: 











1847 Rogers Bros. Flatware Simmons Products New Haven Clocks 

Community Plate Flatware Ronson Products. Gilbert Clocks 

Tudor Plate Flatware Baer & Wilde Products Ingraham Clocks 

Alvin Plate Flatware Louis Stern Products Sessions Clocks 

International Sterling Alvin Sterling Du Pont Toiletware 
INCORPORATED 


) 712-14 SANSOM STREET, PHILADELPHIA, PA. 
EUCLA. 











All that the words imply— 
CONTROLLED DISTRIBUTION 


And what a winning combination it is tied 





up with 

HAMILTON WATCHES 
SENECA—14K natural yellow gold We present here but two of. the many popular 
only. With inlaid black enamel dial, Hamilton winners. 


$75.00. With applied gold numeral 
dial shown, $77.50. 


=—F 








NELSON—14K filled natural yellow wae 
gold only. With inlaid black enamel 7 
dial (shown) $50.00. With applied gold 
numeral dial $52.50. 





Our stock is complete with all of the new- 

















AUTHORIZED HAMILTON DISTRIBUTORS est models. Write, wire or phone for 
ZONES 1 and 4 prompt delivery in Zones 7 and 8. 
ALPHEUS L. BROWN GREENWOLD-GRIFT COMPANY 
15 Maiden Lane New York CINCINNATI, OHIO 
76 THE JEWELERS’ CIRCULAR—KEYSTONE 


for May, 1935 














Controlled Distribution Curbs 
Industrial Jobbers 


By Walter H. Butler of the E. W. Reynolds Co., Los Angeles, Calif. 


Semin of controlled 
distribution, which means, in other words, a higher stand- 
ard and more modern technique in distribution, I can- 
not but think of our splendid increase in the sale of 
watches, silverware and other lines. Naturally, I am en- 
thusiastic over the plan of controlled distribution. 

We are positive that the wonderful increase in our 
watch sales, and to a certain extent, other lines can be 
attributed in a large measure to the new plan of distribu- 
tion on the part of some manufacturers. 

It has been my pleasure to contact the leading jewelers 
of California and their wholehearted support of the Ham- 
ilton controlled distribution plan is simply amazing. I 
have yet to hear any criticism. 

The matter of maintenance of prices on Hamilton 
watches has been a revelation to all of us and the com- 
plaints of price cutting have been so few that they are 
almost negligible. As so many have expressed to me, it is 
certainly a pleasure to quote a price on Hamilton watches 
and feel quite sure that someone down the street is not 
under-quoting. Naturally, this has built up a tremendous 
lot of confidence in the controlled distribution plan. 

Both International and Oneida are very sincere in the 
idea of controlled distribution, and I am happy to state 
that the results have been very gratifying indeed. 

Through the cooperation of their distributors, it has 
made it very difficult for industrial wholesalers and others 
to obtain their merchandise. It is truly remarkable the 
little price cutting we have had to contend with on both 
1847 and Oneida in the past six or eight months. 

As one connected with an industrial wholesaler re- 
marked to one of our men a few days ago, it has become 
so increasingly difficult for them to obtain both 1847 and 
Oneida that they have practically decided to quit handling. 

As you know, both San Diego and San Pedro have been 
fertile fields for the industrial jobbers due to the thou- 
sands of U. S. men stationed at both of these points. Sev- 
eral of the large jewelers in both of these cities have ex- 
pressed to me what a gratifying increase there has been 
on their sales of controlled lines throughout the last 
Christmas holidays. Heretofore it has been a very simple 
matter for the Ships Service stores to obtain any quantity 
of these lines and sell at 15 to 20 per cent above the 
retailer’s cost. Naturally this has made the jewelers in 
the coast cities, as well as other points, very lukewarm 
toward handling any lines that are shown on board the 
ships. 

Today this has been entirely changed and I question 
whether it would be possible to obtain from a Ships Ser- 
vice store today on board a government vessel a single 
piece of merchandise from these manufacturers. 

There are of course a great many other factories, such 
as R. F. Simmons Co., the Hadley Co. and so forth, 
that are contributing their share toward the maintenance 
of prices and a uniform mark-up on their merchandise. 
Naturally it is our intention to support these manufac- 


(Turn to page 80) 
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A Complete 
Stock of 
All Grades of 


HAMILTON 
WATCHES 


for immediate delivery 














the newest pattern in 


|| WM. ROGERS & SON 


ORIGINAL ROGERS SILVERPLATE 


You will find Georgic is what many 
of your customers want. Its simple, 
classic beauty . . . high polish... 
exquisite gadroon border, all per- 
fectly express excellence of taste. 


And the price of Georgic is so low! 
The 26-piece service, including 
handsome Prevent-Tarnish Chest, 
retails for only $21.50. 


Our stocks are also complete on all 
Wm. Rogers & Son patterns: Bur- 
gundy, Paris, Guild and Mayfair. 
For details, write or telephone .. . 
or send your order at once. 








WALLENSTEIN-MAYER CO. 
“Approved Wholesale Distributor” 
31-39 E. FOURTH ST., CINCINNATI, OHIO 


Also Selling Agents for 
“HAMILTON WATCHES” 




















x x —4 
THE HAMILTON poticy ||| N.H. WHITE & CO, Inc. 


Authorized Distributors of 


HAS IMPROVED OUR SERVICE 
_INCREASED OUR SALES! HAMILTON WATCHES 


in 
NEW YORK CITY AREA 
It will a the same a3 you! LONG ISLAND 
scbile tate Sneaitad tee FAIRFIELD CO., CONNECTICUT 
will prove vital aids in securing NORTHERN NEW JERSEY 


your share of commencement 
gift watch sales. These watch- 
es should be on your counters 
now to please old customers 
and attract new... they’re 
typical Hamilton value... 
beautiful appearance and abso- 
lute accuracy. 


Our stock of Hamilton Watch- 
es is always complete and 
ready to serve you promptly. 
Count on our immediate co- 
operation on your require- 


ments ... it’s yours for the 
“PRESCOTT” asking! CUSTER—I4K natural yellow, applied gold numerals 
19 jewels $80.00 


TELEPHONE RECTOR 2-2723-4 


Our Representative Will Call or We Will Gladly Send Memorandum Selection 
BUSS- LINTHICUM - THORSON, INC. mire 


New York, N. Y. Chicago, Ill. NEW YORK CITY 
ce 


MASHMEYER-RICHARDS SILVER CO. 


\” crore |MIRPO 


the new pattern in ; ; 
WM. ROGERS & SON The Silver Polish DeLuxe 


aeeenieaematnenaieieaaes Are You in Step with Progress? 

. Georgic meets the present 
vogue for simplicity and dignity 
in silverplate. 





CYNTHIA—I4K white or natural yellow. 17 jewels $65.00 


























Modern times demand modern methods in labor 
and time-saving devices in every line. In Silver 
, Polish, MIRPO is outstanding. MIRPO works 
eS beauty of line and fine fin- easier and faster, does a finer job, and lasts longer. 
ish in Georgic are combined with MIRPO is a liquid. If you are not already stocking 
¥ lovely gadroon border which MIRPO you will eventually. Order MIRPO from 
quietly bespeaks quality and the following legitimate wholesalers or direct: 
good taste. Marshall Field & Co., Chicago, Illinois; Swartchild 
And under the Wm. Rogers & & Co., Chicago, New York, Dallas, Atlanta; A. C. 
Son Controlled Distribution Pol- Becken & Co., Chicago, Denver, Detroit; John H. 
Detrich, Chicago; The Oneida Watch Co., Utica, 
N. Y.; Wm. Fink, 46 Academy St., Poughkeepsie, 
N. Y.; Young-Neal Co., Nashville, Tenn.; A. M. 
Send your orders to Gilbert Co., 704 Market St., San Francisco, Cal. 


| MASCHMEYER-RICHARDS Order free sample and price lists direct from 


SILVER CO. Factory today and try this wonder polish. 
7th and Locust Sts., St. Louis, Mo. 


APPROVED WHOLESALE DISTRIBUTORS ma 
_ || Mirpo Products Mfg. Co., LaPorte, Ind. 
DIDI UUM UDMA 








icy you, the dealer, close the sale 
—you make the profit. 
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Controlled Distribution and What It Means 


to the Wholesale Jeweler 


by 


Howard L. Carpenter 


Albert Walker Co., Providence, R. I. 


W at does controlled 


distribution mean to the wholesale jeweler? 

It may mean the wide difference between success and 
failure. 

I might easily mean the sometimes narrow difference 
between life and death. 

It actually does mean that to the wholesale jeweler, 
battling the seas of depression, and desperately fighting 
to reach solid footing, some kind hand has thrown a life- 
line. 

We have had a fine assortment of troubles, and many 
suggested remedies, most of them ranging from bad to 
worse. After the pre-election promises to which we 
listened with interest, we naturally looked with expectant 
hope toward Washington for guidance and instruction. 

In teaching children we begin with the alphabet. We 
take some cubical blocks of wood, on each of which we 
paint one or more letters to teach the alphabet, and vari- 
ous pictures to inculcate knowledge of familiar objects, 
historical scenes, strange animals, battles and remarkable 
inventions. 

They began that same way at Washington in the Al- 
phabetical Division. ‘They fashioned blocks (or blocs) 
on which they painted various assortments of letters for 
us to learn, if possible and pictures which were sometimes 
lurid in color and fantastic in form. Some of our basic 
business ideas appeared to be turned upside down or inside 
out, but they assured us it was all right, and they cer- 
tainly furnished us with the strange animals, plenty of 
battles and some very remarkable inventions. 

Incidentally we found that some of the cubical wooden 
blocks furnished by the government were connected to 
the body politic by the medium of professor’s and politi- 
cian’s necks. 

They told us we must observe minimum wages, which 
were already observing—that we must work less hours 
without reducing wages, and that we must not advance 
any prices if it could possibly be avoided, because it was 


desired that every laborer receive wages as high as pos- - 


sible, while on the other hand he should be able to buy 
goods as low as possible. That the farmer and the so- 
called laborer must each be amply recompensed for his 
efforts, but that while each sells high he must also buy 
low. 

This idea at first failed to click with us, because our 
studies in political economy had led us to believe that 
high*wages and low prices do not and will not grow on 
the same tree of economics; but since they had assured 
us that working less and spending more would bring back 
Prosperity, we agreed to try and see if the new deal in 
arithmetic would enable us to make three plus three equal 
two. 

They agreed to let us make some rules for our indus- 
try and we went to work hopefully. On the theory that 
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the bosses, so-called, were also laborers, and were the only 
class allowed to work overtime without extra pay, we 
figured that they also were worthy of their hire, and were 
therefore entitled to a little pay after the employees had 
received theirs, and since capital is acknowledged to be 
previous labor in a crystallized (not to say a congealed) 
form, and since it is necessary in the conduct of business, 
we prepared to allot a small compensation to capital. 

We thought we made a very good job of it, but after 
it went before the various boards, it practically went by 
the board. They told us we were stifling competition, fix- 
ing prices, failing to provide for quantity buyers, prevent- 
ing the manufacturer from selling to our customers at the 
same prices he sold to us cutting out loss leaders, and in 
fact almost everything from arson to petty larceny. They 
amended, deleted, erased and reconstructed until it looked 
like something the cat brought in. The Assistant Ad- 
ministrator told us he would have to admit to our code 
some spurious wholesalers who are enemies to our cus- 
tomers and to ourselves. The labor man told us we would 
have to work even less hours, the consumers board man 
said we must refrain from anything that would limit bar- 
gains to the consumer, and the net result was that we 
could see nothing to do except to take a correspondence 
course and try to learn, in the words of the negro 
preacher, how to “unscrew the unscrutable.” 

And then, against all the clouds and gloom appeared 
the rainbow of Controlled Distribution. The star of hope 
for wholesale jewelers. The sword of Alexander to cut 
the Gordian knot of perplexity. The clew of Ariadne 
to lead Theseus out of the jewelry labyrinth. ' 

It was discovered by the manufacturers of certain lines 
indispensable to high-class jewelers that they still have 
the legal right to select their customers. That while they 
may not impose conditions on their customers, nor agree 
on conditions with their customers which may be declared 
in restraint of trade, they may still select their distribu- 
tors in accordance with principles which are the result of 
their own decisions, and they may withdraw their lines 
from any distributor whose methods do not harmonize 
with such principles. 

As outstanding examples of the development of this 
idea we might refer to the Hamilton Watch Co., Interna- 
tional Silver Co., Art-Metal Works, R. F. Simmons Co., 
the Hadley Co. and H. A. Wilson Co. 

This is the solution of the problem for the wholesale 
jeweler. It means that he may still tinker away on his 
code and salvage what he can. Much good may still come 
from the code idea, but in the meantime he is assured of 
a satisfactory amount of profitable business through the 
beneficent result of the principle of Controlled Distribu- 
tion, discovered and set up by forward-looking manufac- 
turers and enthusiastically endorsed and followed by all 
ethical and sensible wholesalers. 











MARCASITE 
INITIAL BROOCHES 


IN STERLING SILVER 
MADE TO ORDER 





Distinctly a jewelry store item. 
Arrangements made for sample order. 


Delivery within three days 


J. MOROCH 


125 CANAL ST. NEW YORK CITY 














JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 


other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%,c per Karat, per Dwt. 








JOSEPH B. COOPER & SON 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our reputation is our success. 


Controlled Distribution Curbs 
Industrial Jobbers 
(From page 77) 


turers who have taken a definite stand on this matter of 
distribution. 

We have an association on the coast which I think 
is one of the closest knit in the whole country. I would 
not hesitate to either call or write any of the members of 
the association in Los Angeles, San Francisco, Portland 
or Seattle, as to facts pertaining to our industry, and the 
answer would be forthcoming without any hesitancy on 
their part. 

We are very much enthused over the new trend that 
seems to have taken ahold in this industry, namely that 
of the manufacturers controlling their outlets and the 
sale of their products. 


Camden, N. J., Adopts Old Gold License Ordinance 


CampEN, N. J., April 10—With Camden’s old gold ordinance 
now in effect, 25 jewelers in the city have been furnished with 
forms for use in making reports of gold purchases. The new 
legislation was drawn at the request of Chief of Police Arthur 
Colsey. 

The ordinance is as follows: 


An Ordinance to License and Regulate Dealers in Old Gold, Old Silver 
and other Old Precious Metals, in the City of Camden, New Jersey, 
and Providing a Penalty for the Violation Thereof. 

Be It ordained by the Board of Commissioners of The City of Camden, 
New Jersey: 

Section 1. It shall be unlawful for any person, firm or corporation to 
keep, maintain or operate what is commonly known as an “Old Gold 
Shop,” or otherwise engage in the business of purchasing, selling and/or 
storing of old gold, old silver or other old precious metals, without first 
obtaining a license therefor, in accordance with the provisions of this 
ordinance. 

Section 2. The Commissioner of the Department of Public Safety 
shall, from time to time, on application, issue a license to any person, firm 
or corporation as a dealer in old gold, old silver or other old precious 
metals, to engage in the business of purchasing, selling, dealing in and/or 
storing any or all of said articles. Any person, firm or corporation 
receiving such license shall pay to The City of Camden an annual license 
fee of $5.00 therefor, provided that any such license may be revoked at 
the option of the said Board of Commissioners for good cause on complaint, 
after due notice thereof, and a hearing thereon. All such licenses shall 
expire December 31st of each year. Such Kicenses may be issued for a 
part ‘of any calendar year on payment of one-half of said license fee 
after July first in any year. 

Section 3. No license issued hereunder shall entitle such licensee to 
operate thereunder at, in or on any other premises or location than that 
which is specified in said license. 

Section 4. No licensee hereunder shall purchase any old gold, old silver, 
or any other old precious metal, or any other goods, articles or things 
whatsoever, from any person under the age of twenty-one (21) years. 

Section 5. Every licensee hereunder, who shall receive or be in pos- 
session of any goods, articles or things which may have been lost or 
stolen, shall forthwith, on demand to view the same, present the same 
to, or permit, the Commissioner of the Department of Public Safety, 
- the police authorities of The City of Camden, New Jersey, to inspect 
the same. 

Section 6. Every licensee hereunder shall record every purchase of 
old gold, old silver or other old precious metals in a book especially kept 
for that purpose. Said record shall contain the name of the seller, his, 
her or its address, his or her age, and his, her or its occupation, and 
residence or place of business, with a description of the articles pur- 
chased, and shall also specify the date and hour when such old gold, old 
silver or other old precious metals were purchased and the price paid 
therefor by the licensee. Such records shall be open for inspection at 
all times to the Commissioner of the Department of Public Safety and to 
the police authorities of the City of Camden, New Jersey. , 

Section 7. Every licensee hereunder shall, on the morning following 
the close of each day’s business, present to the Chief of Police of The 
City of Camden, a written statement showing all purchases of old gold, 
old silver and other old precious metals made during the day previous 
to the filing of said report. , 

Section 8. Every licensee hereunder shall keep in his possession, all 
purchases of old gold, old silver or other old precious metals for a 
period of not less than seventy-two (72) hours after the purchase 
thereof. After the expiration of the said period of seventy-two (72) 
hours, he may dispose of said purchases in the ordinary course of trade 
unless notified in writing by the Police Department of said City of 
Camden not so to do. 

Section 9. No person, firm or corporation shall, under any circum- 
stances, go from houce to house soliciting the purchase of old gold, old 
silver or other precious metals. 

Section 10. If, for any reason, any court of competent jurisdiction shall 
hold invalid any section of this ordinance, it shall in no way affect the 
validitv of any other section of this ordinance. 

Section 11. Any person, firm or corporation violating or refusing or 
neglecting to comply with any provisions of this ordinance, shall be’ liable 
to a fine of not more than Two Hundred ($200.00) Dollars, or imprison- 
—_ not exceeding ninety (90) days, or both, in the discretion of the 

ourt. 

Section 12. All ordinances or parts of ordinances inconsistent, with 
the provisions of this ordinance are hereby repealed as to such incon- 
sistency orly, and this ordinance shall take effect immediately. 
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Jewelry Trade’s Tax Committee Meets at New York 
to Plan for Fight Before Congress 


A most important general meeting of the Special Com- 
mittee on ‘Taxation of the Jewelry Industry was called 
by General Chairman G. H. Niemeyer at 2 p. m., April 
26, at the rooms of the Jewelers 24 Karat Club, 608 


Fifth Ave., New York. Not only was this attended by - 


the original members of the Executive Committee but 
in addition by new members representing various branches 
of the jewelry industry. 

The purpose of the meeting as expressed by the chair- 
man was to definitely decide just what action the com- 
mittee should take now before Congress in the pending 
legislation on taxes. First, should the committee continue 
to function for the jewelry trade as a whole and, if so, 
how? It was finally decided that the committee should 
continue to represent the entire jewelry trade. A final 
resolution ordered it to explore the situation for the pur- 
pose of securing the elimination or reduction of the pres- 
ent tax or procure an increase in the exemption. The 
committee was given power to take such steps as it deemed 
necessary and advisory. 

After Treasurer Lorsch had reported the amount of 
the funds held, the discussion that followed indicated no 
unanimity among the delegates from the different ele- 
ments of the jewelry industry. Representatives of the 
platinum industry and the diamond and gem trades felt 
that the committee should make a strong fight to eliminate 
the tax as it stands and that all members of the trade 
should participate in getting support. Members of the 
watch trade, watch assemblers and makers of cheaper 
lines felt that tHe present concession of $25 greatly re- 


7 


lieved the jewelry trade and that it was dangerous to’ 
bring up the subject actively for fear we might lose what 
we had gained. Some of the retailers also believed this. 
Taylor Strawn, who represented the Chicago members of 
the committee, including some of the platinumsmiths, 
advised the same. Some of the pearl and gem people 
urged that an attempt be made to amend the law by put- 
ting a tax on all stones, second hand or otherwise, while 
William Gibson, president of the National Association of 
Credit Jewelers, introduced a resolution that retailers 
who were assemblers should be exempted from the tax. 

Letters from Meyer D. Rothschild and from the 
Gruen Watch Co. were read, the former advocating a 
continuation of the fight on intensive lines, while propo- 
sitions discussed included that of Jacob Mehrlust urging 
Congress to change the tax from the present form to a 
turnover tax within the industry. 

Altogether many different views were expressed from 
all sections of the trade, and Chairman Niemeyer ex- 
plained that was why the committee had been forced to 
take the action from the first that they could urge no 
concessions for any section of the industry, but would 
confine their work to fighting the principle of the tax and 
getting it fairly interpreted. The chairman explained the 
close contact that the committee had had with the Trea- 
sury Department and Congressional representatives, how 
they had explained how expensive the law had proved, 
and cited the figures they had obtained covering the total 
receipts since the bill was passed. He said that the ques- 
tion was what should the committee do, and after a long 
debate it was decided that it should continue to act for 
the entire trade along the lines specified above. 
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Illustrated — Regular Men’s 
W ater-Tight Watch with Band. 


. 
Also made with Sweep Hand. 
* 


Smart Ladies’ Water-Tight has 
same unique features. 
» 


JULES RACINE & CO. 














Its Shock Proof! Non-Magnetie! 








Models on memorandum sent to well-rated dealers ... WRITE TODAY! 
- 20 West 47 Street 


Guaranteed 
Ml || Watertight? 


(PATENTED PROCESS) 
+ 


Guaranteed 
Solderless— 
Stainless— 
Non-Corrosive 

€ 
Cannot be opened 
without key fitted to 
special facets. 

7 
Tested in water and 
two atmospheres. 

* 


Accuracy endorsed by 


Racine. 
ie 


. New Yerk Moderately priced. 
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CHINA 
FAmMous THE WORLD Over 


Charming new patterns 
on our lovely CAPRICE 
shape created by mas- 
ter artists and styled 
to assure lasting beauty 
and distinguished ex- 
clusiveness. 





LEADING HOSTESSES THROUGHOUT THE WORLD 
CHOOSE ROSENTHAL CHINA FOR 
QUALITY AND PRESTIGE 


COMPLETE OPEN STOCK PROTECTION 


THE ROSENTHAL CHINA CORPORATION 
149-151 FIFTH AVE., NEW YORK CITY 














Che Pairpoint Corporation, New Bedford, Mass. 


43-47 West 23rd St., - - New York City 150 Post St., - - - San Francisco 





Our DENMARK DESIGN IS PRICED SO LOW 
that you must ACTUALLY SEE the GOODS TO 
APPRECIATE their EXTRAORDINARY VALUE. 
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Illustrating a lovely Spode rim depth treatment of fine outline 
rose groups. 


dd 
© aoe and glass 


have a definite and important place in the jewelry store.” 

Those famous silversmiths, Black, Starr & Frost-Gor- 
ham, Inc., Fifth Ave., New York, believed this when they 
opened their china and glassware department last fall. 
And since then, they have proved to their own satisfaction 
that china, glass and silver belong together, in the store 
as well as on the dinner table. They find that the three 
basic forms of tableware are mutual sale-builders, the 
customer who is in the market for one being an excellent 
prospect for the others. 

This is especially true today, when table services are 
“ensembles.” The modern woman wants her table to 
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Showing a pattern of Chinese influence which appeals to 
discriminating tastes. 


reveal unity of style, but she also wants to vary the design 
of her china as dinner advances, course by course. To 
attain both of these objectives is no simple matter, and 
more often than not the customer calls upon the store for 
assistance. Advice on style and convention has long been 
a part of the jeweler’s stock-in-trade, so far as silverware 
is concerned. And when he extends it to cover the entire 
table ensemble, with all of the complications which 
modern usage entails, it is easy to see why it should be 
welcomed by his clientele and profitable to himself. 

The displays of silver, china, and glass are all concen- 
trated on one floor of the Black, Starr & Frost-Gorham 
establishment, and they are grouped under one depart- 
ment head, Harrison W. Conrad. The crystal occupies 
an alcove of its own, and the front portion of the floor 
is devoted to silver. And in the central section appear all 
of the many designs in service plates, dinnerware, short 
sets and decorative glass and pottery. 

The department, however, deals in something more 
than its carefully-chosen merchandise. It deals in ideas, 
too. Among the most important of these, perhaps, is the 
ensemble theory of. table service, which was mentioned 
above. 

This has to do only with china, naturally, since the same 
design of glassware carries through each course at dinner. 
But by both its display and salesmanship, the department 
emphasizes the smartness and the charm of changing the 
design of china with each successive course, keeping al- 
ways to the same style theme. 

The ensemble type of dinner service is not strictly new, 
but it has recently leaped into importance and Black, Starr 
& Frost-Gorham find their customers increasingly inter- 





















Examples 
of fine 
stem ware 
suitable 
for the 
retail 
jewelry 
store. 





ested in assembling such groups of differing, but corre- 
lated, china patterns. In line with this trend, the depart- 
ment offers suggestions to its clientele in the form of table 
settings, each place arranged for a different course and 
each showing a different design of china—from service 
plate to dessert plate. 

Another merchandising idea, just recently developed 
by this store, is one for which the girl of the hour—the 
June bride—should offer up her heartfelt thanks. Black, 
Starr & Frost-Gorham are trying to solve one of her diff- 
cult problems, the problem of making her dinner table 








a thing of beauty with the multi-styled china and crystg} 
she receives as wedding gifts. 

Only too often, well-intentioned friends present the 
bride with salad plates or stemware which they them. 
selves prefer—or which a salesman has pointed out as 
“the newest thing”—without thought of how these things 
will fit in with the decorative style of the new household 
or with other gifts of tableware. And the bride is left 
with the task of reconciling a group of ill-assorted designs 
and colors. 

This store’s method of remedying the matter is sim. 
plicity itself. Prospective brides are asked to designate 
their preferences in china and crystal—to come, if they 
will, to the store and make definite selections. Records 
of these choices are kept on file, available to the salesman 
when he needs them. For the customer who is looking 
for a wedding present is easily spotted, and it requires 
only a tactful question or two for the salesman to learn 
who the recipient is to be. The customer is usually over- 
joyed to be told exactly what Miss So-and-So has most 
admired, and she is able to make a prompt decision. 

Or the bride, herself, may do some of the ground-work 
by informing her friends and relatives that “Black, Starr 
& Frost-Gorham know just what I want.” In any case, 
the bride is pleased, the donor is pleased, many duplica- 
tions are avoided—and the store is the gainer in both sales 
and good-will. 

Inquiries on the bride’s choice of silver are, of course, 
included in this method, and the reaction has been quite 
as favorable in that section, too. Without the existence of 





CUT GLASS DECANTERS 


WHICH ARE COPIES OF 
Antique Irish and English Bottles 


ELL Cut, Clean, 
Heavy Crystal. 








An appropriate article 
for the Jewelry Trade. 
We carry a large As- 
sortment of these 
Bottles and have priced 
them to retail from 
$7.50 to $12 each. 


WwW 


Large lines of 
Bohemian and 
Baccarat Glassware 
Staple and Fancy. 


WwW 


All in Stock for 








PAUL A. STRAUB & CO., Incorporated 
105-107 Fifth Avenue 


at 18th Street 


Immediate Shipment. 
New York 
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the complete china and glassware department, however, 
the idea would not work out so well, inasmuch as the 
bride is now able to select her entire table ensemble quickly 
and easily with the expert aid of salesmen familiar with 
all three forms of tableware. 

And what styles of china and crystal are the majority 
of this store’s customers buying? 

If there is a real trend at all, they say, it is toward the 
classic type of design, both in glass and in china. Cer- 
tainly there is little demand for the ultra-modern, and 
even the classic-modern has only a limited market. But 
today’s customer does want simplicity of modeling and 
decoration, the sort of simplicity which possesses gracious- 
ness and warmth. 

In stemware, cut crystal utterly dominates the field, 
with only an occasional request for color. And of the 
many styles of cut patterns shown by the store, those of 
the Waterford type have the readiest sale. Some of the 
less elaborate of the floral cuttings are liked, too, and a 
few light cuttings in a restrained style. But at the 
moment, taste seems to have turned away from the rich, 
all-over cuttings which were marketable a few months 
ago. 

The trend toward white is noticeable in the sales of 
‘service plates and short sets. Silver luster patterns are 
much in demand here, although there is by no means a 
lack of interest in fine service plates decorated with color 
and gold. ‘Taste in this form of ware is more variable, 
it seems, than in dinnerware. For a query concerning 
today’s style in dinnerware brings the concern’s definite 
reply: “Classic simplicity.” 


Bureau of Standards Offers Jewelry Trade 
Proposed Standard for Marking Silver 
Combined With Gold 


As THE JEWELERS’ CIRCULAR-KEYSTONE went to press 
last month, members of the various branches of the manu- 
facturing and distributing element of the jewelry trade, 
at a meeting held March 28 at the Waldorf-Astoria Hotel, 
New York, gave general approval to a proposed standard 
for gold and silver combinations. This standard, which 
was offered to the Bureau of Standards by the Jewelers’ 
Vigilance Committee, Jan. 16, with modifications proposed 
by other members of the trade, was, in its tentative form, 
published in our April issue. The meeting acting on it was 
held under the auspices of the National Bureau of Stand- 
ards, with I. J. Fairchild, Chief of the Division of Stand- 
ards, in charge. 

As noted in the last issue, certain small modifications 
were proposed and accepted, the most important being that 
of Par. III (now what is Par. IV), providing that the 
minimum gold content covered shall be 1/20 of the weight 
of the entire metal article, as opposed to 1/5 provided for 
originally. 

One of the first additions proposed at this meeting on 
behalf of C. J. Stone of Providence was that the quality 
marks of this standard shall refer only to articles made of 
silver which were produced by alloying or welding a sheet 
of karat gold as is provided for in the standard of “gold- 
filled” and “rolled gold plate” marks. This, after a long 
discussion, was voted on three times, finally being adopted 
by a majority of one, and is offered by the Bureau of Stand- 

(Turn to page 125) 





®ur Koval 
wesden Syl 


Decoration 


A greater favorite now than 
ever. An excellent addition to 
any Jewelry store. 

Carried in full open stock in 
New York. Ready for immediate 
delivery. 








Heinrich & Winterling, Inc. 


49 WEST 23rd STREET 


NEW YORK, N. Y. 
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Three right answers 
for the customer who says 
“Have You Anything Else?” 


This question, familiar to the ears of every dealer, 
means that the customer is looking for (but hasn’t 
found) the truly unusual: in quality, in price, or 
both. Here are three smart items that make it easy 
to answer that question and finish off with cash 
register bells! Your jobber has the line. 


ELF 


LADIES’ JEWELED 
SPORT WATCH— 


_ Genuine Wadsworth streamline 
chromium case, etched numerals 
on silvered dial; link bracelet or 
silk cord, as desired. A neat-ap- 
pearing but sturdy timepiece— 
ideal for sport, class room or office. 
Has a jeweled movement, yet sells 
for the remarkably low price of 
$5.00 retail or $6.85 Keystone 
list. 





“BROWNIE” anew 
THIN-MODEL MEN'S WRIST WATCH 


An exceptionally thin model wrist 
watch to retail at the very low price 
of $4.00; Keystone list, $5.32. 
Chromium case, two-tone silvered 
dial with black numerals, unbreak- 
able crystal. Thoroughly reliable 
movement. Link bracelet or strap. 


POPEYE 
\ CHARACTER WRIST WATCH 


Has our strong-arm, s pinach- 
eatin’ champion of the weak 
done in full colors on a silvered 
dial. Around him is his faith- 
ful but contentious “crew,” with 
Wimpy at the second hand! 
Chromium case, unbreakable 
crystal, reliable movement. A 
top seller at $3.50 retail or $4.60 
Keystone list. 


The new ‘‘Popeye Line’’ includes also an ex- 
cellent pocket watch of much the same descrip- 
tion as the wrist watch, to retail at $1.50, or 
$1.98 Keystone list —and a quiet-running, 
sweet-toned alarm clock with Popeye in colors 
on a metal dial and on sides and base, to retail 
at $1.50, or $2.05 Keystone list. 


All prices slightly higher on the Pac. Coast 
Watch Division 

THE NEW HAVEN CLOCK CO. 

NEW HAVEN, CONN. 
























A Rich English Dinnerware Pattern | 





There are many to whom a bold display of color has a definite 
appeal. The New "Hyde," made by the famous potters, Wood 
& Sons, is such a pattern, being printed in a soft shade of 
brown and colored in greens, yellows, blues and reds, on an 
old ivory body. The entire decoration is under the glaze and 
assures long and satisfactory wear. Complete dinner, tea and 
short lines carried in stock in New York. Dinner plate will retail 
at $7.00 a doz., showing an excellent profit. Complete price 
list and illustration on request. 


EDWARD BOOTE 


(JAMES B. BOOTE) 


35 & 37 W. 23rd St. New York 
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A Good Seller... Proved by Reorders 





THE GREYLOCK TEA SET... $150 
MATCHING 20” WAITER .. . $150 


Truly an outstanding value—considering 
its beauty—fine workmanship—substantial 
weight. 
seller. 


CONCORD 
A Stlversmiths 


Many reorders prove it’s a good 


aN CONCORD 
+. we v all 
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You Can Sell Emeralds 


(From page 43) 


had chosen. Of the man on the Board of Trade who sold 
his emeralds to protect his holdings in grain, and then gave 
up all of his grain profits to buy them back from an un- 
willing seller. And of the casual way Mrs. Edith Rocke- 
feller McCormick would say “yes” or “no” to a fortune 
in emeralds as calmly as you or I would choose a cigar. 
And more recently, of the seemingly impossible problem 
that was mine when I was charged with dividing a gor- 
geous necklace of 39 huge emeralds between 11 heirs who 
were not on speaking terms with each other. All these I 
would like to tell you, and many more, but that, as Mr. 
Kipling says, is another story. 

For here is a subject, my friend, that is worthy of the 
best talents of heart and mind and soul that any jeweler 
can muster, and the sooner the average jeweler awakens 
to emeralds the better off he will be. If you can locate 
the magazine Fortune for December, 1931, you will find 
the most intelligent article I have ever seen on emeralds, 
with color illustrations of beautiful pieces from jeweler’s 
stocks as well as famous private collections. There you 
will see the magnificent necklace and bracelet of Mrs. 
Harrison Williams, consisting of 56 large cabochon emer- 
alds drilled as beads, and others from the collections of 
E. T. Stotesbury, Mrs. James Donahue, Mrs. Forsythe 
Wickes, Mrs. Felix Warburg and Mrs. E. F. Hutton. 
Yet many of the finest gems are owned by relatively un- 
known people who keep their possession a secret. I know 
one collection owned by a Chicago business man that is 
worth more than the bank in which he keeps them stored. 

Another thing that every jeweler should have is infor- 
mation circular 6459 published in 1931 by the Bureau of 
Mines, U. S. Department of Commerce, which they will 
send to you for a quarter. God only knows why our 
government should publish an emerald booklet when 
none are mined in this country, but maybe you can figure 
that one out. 

In a recent issue of Vogue they featured the news that 
the bridal gift of Prince George of England to his royal 
princess was a bracelet of cabochon shape emeralds, and if 
you have access to European magazines you will note how 
frequently the important engagement ring is the emerald, 
both in England and on the Continent, while in the 
Orient the love of emeralds is fabulous. 

Yes, any jeweler can learn about emeralds, and many 
more jewelers can sell them, even in these times, for infla- 
tion is already here, masked behind the Federal Reserve 
system which transforms government bonds into currency 
with the touch of a magic wand. Roger Babson recently 
stated that precious stones are the best hedge against fur- 
ther inflation, and plenty of smart money is quietly going 
into jewels. 

Gradually the American public is awaking to the threat 
of further inflation, and when the full realization comes 
it is probable there will be a rush for durable commodities. 
Fortunate then will be the man who holds his wealth in 
any of the precious stones. But as for me, well I’ll take 
emeralds! 





New Crystal Idea 
The Federal Watch Crystal Co., Inc., 129 Fulton St., New 
York, has presented an interesting development in watch 
crystals. Christened the Federal “Duo-Bevel” crystal, the item 
has an extra bevel cut on the under side, eliminating any sharp 
edges to chip. 
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_ WE THANK YOU... 


Every one of the many alert mer- 


chants who have sensed the trend to 


Chilton and have favored us with 


their generous purchases of the new 


CHILTON 
WING-FLow PENS 


We are almost swamped... but... 


all orders placed up to April 25th 


will be delivered in time to meet the 


demand created by our first National 


Advertising . . 


. a full page in color 


. in the May 11th issue of the 


Saturday Evening Post. 


While we are constantly stepping up 


production, we cannot guarantee de- 


livery in time to meet the additional 


demand which will be created by the 


appearance of our second advertise- 


ment... unless you place your order 


before May 15th. 


HILTON PEN COMPANY, Ine. 
10-20 Sist AVENUE 
LONG ISLAND CITY, N. Y. 


THE 
10-20 
Long 


CHILTON PEN CO., Ine. 
51st Avenue 
Island City, N. Y. 


Please send your Chilton Profit Plan at once! 
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Sh CUMMINS PORTFOLIO; 
“ADVERTISING HELPS” s/o you| 
wile slep up your OLD GOLD purchases 


UMMINS now makes it possible forevery MW ATL THE COUPON 

progressive jeweler to intelligently promote 
his Old Gold business and get a goodly share of BELOW F OR FREE COPY 
this tremendously profitable market. Send for a 
copy of our portfolio of advertising helps and see 
how easy it is to apply practical methods 
with which to gain new profits through cultivat- 
ing the Old Gold market which exists at your 
very finger tips. There is no cost or obliga- 
tion for you to receive a copy of this handsome 
portfolio, which you can put to work immediately. 


Gilbert CUMMINS & Co. 

1 N. Eutaw St., Baltimore, Md. 
Gentlemen: Please send me a FREE copy 
of your OLD GOLD Portfolio of Advertising 
Helps. I understand there is no cost or 
obligation. 


attractive OLD GOLD window signs FREE! 
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| (J Also send me one of your NEW and 
| 
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Git CUMMINS fi 
V7it et 
og 
REFINERS AND ASSAYERS OF _ Address 
GOLD, SILVER AND PLATINUM pe a O. 
City. State 
ONE NORTH EUTAW STREET, BALTIMORE, MARYLAND 
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Tennessee Watchmakers and Jewelers 


Annual Convention at Nashville April 7, 8 and 9 Draws Excellent 
Attendance—Officers Re-elected 


NASHVILLE, TENN., April 10—The an- 
nual convention of the Tennessee Watch- 
makers & Jewelers’ Association was held 
at the Noel Hotel on April 7, 8 and 9 
with an attendance of well over 200 
people. The three days proved profit- 
able and beneficial to all who had the 
opportunity to attend. Officers were re- 
elected as follows: S. George Cochron, 
Nashville, president; J. E. Coleman, Nash- 
ville, secretary, and Andy Hauer, Chat- 
tanooga, vice-president. 

Sunday was given over to registration 
and the state board of directors of the 
Association met at 10 a.m. This was 
followed by an informal get-acquainted 
half hour from 2:30 to 3:00 p.m., pre- 
ceding W. H. Samelius’ lecture. The 
meeting was presided over by Andy 
Hauer, Chattanooga, who introduced Mr. 
Samelius. 

The Sunday night meeting was opened 
by an invocation by Rev. Dr. Barr. 
General Washington Moore, acting for 
Mayor Howse, welcomed the delegates to 
the city. James A. Cayce of the B. H. 
Stief Jewelry Co. welcomed the jewelers 
on behalf of the local association and 
C. C. Breese, president of the Tennessee 
Retail Jewelers’ Association, responded 
for the visiting jewelers. President 
Cochron presided and introduced Howard 
L. Carpenter, who delivered the address 
of the evening. 

The Monday morning session was de- 
voted to routine business, including the 
hearing of reports. The association 
went on record as endorsing the con- 
tinuation of the Retail Jewelry Code with 
special emphasis on Article VIII, Sec- 
tion 1, Par. (0) and appointed President 
Cochron as an official observer to attend 
the convention of the United Horological 
Associations of America to be held in 
St. Louis, April 25-27. An address was 
then delivered by Mr. Brill. 

The Monday afternoon session listened 
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to a technical address by W. H. Samelius 
which was followed by motion pictures 
of the Elgin National Watch Co.’s fac- 
tory showing how watches are made. 
Howard L. Carpenter spoke from 
radio station WLAC at 4 p.m. and on 
Monday evening, the annual banquet and 





S. George Cochron, president 


entertainment was held in the main ball- 
room followed by dancing. 

On Tuesday morning, the session was 
devoted entirely to business, at which 
time the officers for the ensuing year 
were elected and Knoxville was selected 
as the convention city for 1936. 

“A Knowledge and Skill’ contest, which 
was open to all members throughout the 
state, proved very interesting and many 
excellent entries were received. The 
watchmaker’s prize was won by E. Max 
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Sexton, Nashville, who converted a 
regular watch into a pocket chronometer. 
The jeweler’s prize was won by George 
A. Burgeson, Nashville, for his execution 
of a diamond and platinum ring and bar 
pin. The engraver’s prize was awarded 
to C. E. Goulding, Memphis. 

An interesting exhibit was put on by 
the association of odd and old timepieces, 
among which were included a watch with 
wooden plates, a gravity clock, an old 
English quarter second timer, and many 
other old watches with rack and pinion 
escapements, duplex and verge escape- 
ments, etc. 

Mrs. W. A. Parker was chairman of 
the ladies’ entertainment committee and 
a luncheon was served under her direc- 
tion at 1 p.m. on Monday. 

It was generally conceded that the 
meeting was one of the best ever held 
in Tennessee, in attendance, in enthusi- 
asm, in the exhibits and results accom- 
plished. 

The entire mezzanine floor of the hotel 
was given over to exhibitors’ booths and 
among the exhibitors were the following: 
Elgin Watchmakers College, represented 
by W. H. Samelius; Bowman Technical 
School; The Young-Neal Co., Nashville, 
by W. A. Parker; L. T. Clifton, M. 
Hays, “Mickey” Murry and Miss Lan- 
caster; The Henry Paulson Co., Chicago, 
by Henry Paulson, Mrs. Henry Paulson, 
Mr. -Long and Mr. Gibbs and L. R. 
Douglas; The £. & J. Swigart Co., Cin- 
cinnati, by Larry Crouch; The C. & E. 
Marshall Co. by Louis DeHart and Mr. 
Wolfe; The Seth Thomas Clock Co., 
Thomastown, by A. N. Rinert; The 
Hamilton Watch Co., Lancaster and the 
Gruen Watch Co., Cincinnati. 





The Town Criers of Cincinnati held 
a “pep” meeting in the Gibson Raths- 
keller at noon‘on April 12. The meeting 
was presided .over by Vice-President 
Maury Solomon in the absence of Presi- 
dent Payne. Routine business was trans- 
acted and Jake Litwin, of Litwin & Sons, 
who recently completed a new home ex- 
tended an invitation to the members to 
attend a house warming at his home, 
date to be announced later. 











I NOT PO LISHING Glass, Dial five inches square. Raised Sterling 
y Silver Rhodium Plated Numerals. Bronze base 


YOUR SILVER 


Jewelers tell us that Silver Sentry—the new discovery that 

stops silver tarnish—saves them $15 a week and up in 
cost of constantly polishing silver and in lost sales from 
tarnished stock. 


How much is it costing you? 


Put Silver Sentry to work and save money. Silver Sentry 
banishes the labor of polishing silver; eliminates danger of 
losing sales through tarnished merchandise; saves time and 
inconvenience of checking stock every day. Costs only 50c 
a jar. 

Silver Sentry is not a polish, not a lacquer and is not 
applied to silver. It is an odorless compound that absorbs 
the tarnish-causing gases of the air, thus protecting your silver. 
All you need to do to keep your silver always looking its best 
is to place a few opened jars of Silver Sentry in your silver 
drawer, cabinet, chest or showcase. You can then stop worry- 
ing or bothering about tarnish. 

One jar will last 3 months or more, and work effectively in 
about 20 cubic feet of space or a space 5’ x 2’ x 2’, the 
average drawer or chest. For the average showcase or 
display shelves, 3 jars are recommended. Send for a trial 
order today. Now carried by all leading jobbers. Order 
from them or from us giving us your jobber's name. 





(Patented) 





GUARDS YOUR SILVER AGAINST TARNISH“ 


Prepared, Tested and Guaranteed by 
Columbia Refining Co., Long Island City, N. Y. Established 1889 








ee ionenenditenentllinmnemdienndiinenntimmenditeieentitemtaell — ca 
Columbia Refining Co., Long Island City, N. Y., Dept. C-5 
CO Please send me............ trial jars (50 cents each). 

0 Please send me............ doz. of Silver Sentry, less regular trade 


discount and bill me through my jebber. 
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GLASS CLOCKS 





DESIGN PROTECTED 
Eight day jewelled standard movement. Laminated 


chromium plated 914” x 2144”. Weight 4 pounds. 





Glass Colors Metal Finish 
Sapphire Chromium 
Crystal Gold 
Amber Copper 
Emerald Satin or Bright 
EDWIN A. NEUGASS 
212 EAST 40TH ST. NEW YORK CITY 








REVOLV-IT SLIDE-IT 


WATCH 


COMBINATIONS 
Gold, Silver &' Lacquer 


HESE unique and dis- 

tinctive watch combina- 
tions are smart. Discern- 
ing buyers everywhere 
recognize the sales possi- 
bilities of these new and 
different creations. Made 
in Gold, Silver and Lac- 
quer with high grade 17- 





jewel movement, fully 
protected. Available in se- 
lect combinations for 
women and men. 


Write today for Folder 
and Complete Prices. 


| toew United States Representative 
| improved Péry Watch Co. 
—" Bienne, Switzerland 


Patent No. 1891611—others pending 
Beware of infringements 











Sole Manufacturer and Licensee 


J. LIPSCHUTZ 


48 West 48th Street, New York 


Paeifie Coast Rep.: Hubert A. Woed, 649 Se. Olive st.,  Penell van 
Los Angeles, Calif. No. | 
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Proposed Code Budgets Submitted 


Silver, Watch and Clock Industries File Reports With 


Government Authorities 


WasHincTon, D. C., April 16—The 
following proposals for budgets of dif- 
ferent industries in the jewelry trade 
have been submitted to the National In- 
dustrial Recovery Board. Suggestions or 
objections concerning all these budgets 
or the basis of contribution must be sub- 
mitted to Deputy Administrator W. L. 


Schurz, Room 408, 1518 K Street, N.W., 


prior to May 6. 


SILVERWARE MANUFACTURING INDUSTRY 
SusMiTs CopE BupcET oF $6,000 


The Code Authority for the silverware 
manufacturing industry has made appli- 
cation for approval of a $6,000 budget, 
and the basis of contribution, for the 
period from Jan. 1, to June 16, 1935. 

The proposed basis of contribution is 
based on the average number of em- 
ployees on an industry member’s payroll 
during the last six months of 1934. On 
an estimated total of 10,000 employees, 
the assessment has been made at the rate 
of 60 cents per employee. 


Watcu Case Cope AvuTHoRITY ASKS 
BupbcET oF $12,500 


The National Industrial Recovery 
Board has announced the Code Authority 
for the watch case manufacturing indus- 
try has applied for approval of its pro- 
posed $12,500 budget, and the basis of 
contribution, for the period from Nov. 1, 
1934, to Oct. 31, 1935. 

The proposed basis of contribution is 
to be not more than three-eighths of one 
per cent of the dollar volume for any 
member of the industry. Each member 
of the industry is to be assessed a pro- 
portionate share of the total budget in 
the same ratio as the gross dollar sales 
of the products of the industry of each 
member thereof bears to the total gross 
dollar sales of the products of the in- 
dustry of all members, to be pro-rated 
and levied semi-annually on the business 
done in 1934. 


Proposed BupGeT FoR CLocK MaAnuFac- 
TURING CopE 1s $6,225 


The Code Authority for the clock 
manufacturing industry has made appli- 
cation for approval of a $6,225 budget, 
and the basis of contribution, for the 
period from March 18, to June 16, 1935. 

The proposed basis of contribution is 
1/30 of one per cent of the net sales for 
the year 1934. For the purpose of this 
assessment, sales are to be considered to 
mean the net dollar sales of each mem- 
ber of the industry for the calendar year 
1934, including repair charges and sales 
of repair parts, but excluding all sales 
for export. 





Seven Local Retail Jewelry Code 
Authorities Submit Code Budgets 


Wasuincton, D. C., April 15—The 
National Retail Jewelry Code Authority, 
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on behalf of seven local retail jewelry 
authorities, has submitted for NRA ap- 
proval budgets and bases of contribution 
to cover local code administration ex- 


penses as follows: 
Basis of contri- 
Budget bution, per mem- 


total ber of personnel 
Detroit, Mich. $750.00 $ .75 
District of Columbia 250.00 1.00 
Fert Wayne, Ind. 60.00 1.00 
Minneapolis, Minn. 620.00 2.03 
Pontiac, Mich. 80.00 2.00 
St. Paul, Minn. 75.00 1.50 
Tucson, Ariz. 90.00 2.00 


Assessments would be based on the 
average number of both full-time and 
part-time employees and employers work- 
ing during the year 1934. 

Suggestions or objections concerning the 
budgets or the bases of contribution may 
be submitted to Deputy Administrator 
A. S. Donaldson, 604 Barr Bldg., 910 
17th St, N. W., Washington, before 
May 1. 


Code Budget for St. Louis Local 
Retail Jewelry Code Authority 
Submitted 


Wasuincton, D. C., April 10—The 
National Code Authority for the Retail 
Jewelry trade had made application to 
the National Industrial Recovery Board 
for approval of a $1,500 budget, and the 
basis of contribution, for the St. Louis 
Local Retail Jewelry Code Authority for 
the period from June 16, 1934, to June 
16, 1935. 

The proposed basis of contribution is 
$3.30 per member of personnel, including 
employer and employee. 

For the purpose of determining the 
basis of contribution, the average num- 
ber of persons employed in an establish- 
ment during the calendar year 1934 will 
be taken. The average will be arrived 
at by adding together the full time and 
part-time workers (including employer 
and employee) on the first day of each 
month of the year and dividing the total 
by twelve. Part-time employees are those 
working 60 per cent or more of the work 
week. 

Suggestions or objections concerning 
the proposed budget or basis of contri- 
bution must be submitted to Deputy Ad- 
ministrator A. S. Donaldson, 604 Barr 
Building, Washington, prior to April 29. 





Missouri Retail Jewelers Hold 
Annual Meeting 


Kansas Cr¥y, Mo., April 3—The an- 
nual meeting of the Missouri Retail 
Jewelers’ Association was held March 25, 
in this city, at which time Fred W. Pil- 
cher of the Pilcher Jewelry Co., Mexico, 
was re-elected president. Other officers 
are Harry G. Butterfield, Joplin, vice- 
president, and Fred Sands, secretary- 
treasurer. 
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The session was attended by members 


of the Missouri and Kansas Retail 
Jewelers’ Associations. Members of the 
Executive Committee are: Oliver Selle, 
St. Louis; W. G. Drosten, St. Louis; 
Walter Jaccard, Kansas City; Charles 
E. Tieman, California; George M. Porth, 
Jefferson City; Harry Oppenstein, Kan- 
sas City; Herman Mauch, St. Louis, and 
Phil A. Dallmeyer, Jefferson City. 





March Jewelry Tax Was $137,402 


Wasuincton, D. C., April 20—The 
Bureau of Internal Revenue reports that 
collections of the jewelry trade for 
March totaled $137,402.51. In March, 
1934, the tax collected was $295,611.17, 
before the law exempted sales for less 
than $25. 





Employees Offer Plaque to Com- 
memorate Wallace’s 100th 
Anniversary 


WALLINGFORD, CoNN., April 17—The 
attitude of the employees of R. Wallace 
& Sons Mfg. Co., silversmiths, and their 
enthusiasm over the company’s anniver- 
sary was manifest in the beautiful 
bronze plaque recently produced by Louis 
Gudebrod, nationaily renowned sculptor. 
The plaque is now on a beautiful gran- 
ite boulder which is to be set up May 1 
in front of the office of the building. 

The idea of this plaque was started 
last year by one of the salesmen, W. A. 
Pratt. The matter came up before some 
of the older men of the factory and vet- 
eran employees of the administration 
building, and it was decided to get this 
plaque by voluntary subscription from 
the employees, but nothing would be col- 
lected by anyone in an executive position, 
whether foreman, office manager, super- 
intendent or anything of that nature. It 
was in every way an element of good 
feeling of the employees. The manage- 
ment of the company knew nothing about 
the idea until a committee waited on Mr. 
Morris a short time ago, informed him 
of the plan and asked his permission to 
install it on the property. 

The plaque is illustrated on page 96 
of this issue. 





Stops Labeling American Watch 
Straps as “English” 


WasuincrTon, D. C., April 17—Unfair 
competition through use of advertisements 
implying that products were made in 
England, when in fact they were manu- 
factured in this country, will be discon- 
tinued by Samuel Friedman, of 121 E. 


’ 24th St., New York City, trading as Brite 


Specialty Co. 

Friedman agrees to cease using the 
expression “Genuine English Leather 
Watch Strap” to describe products not 
made in England, either alone or with 
representations of the English Royal Coat 
of Arms or with such characteristically 
English designations as “Buckingham.” 





Muench & Elsner, 20 Peachtree St., 
Atlanta, Ga., move April 1 to larger 
quarters at 88 Broad St. 



























Announcement 


WE WISH TO ANNOUNCE OUR REMOVAL TO 
MORE SPACIOUS AND UP-TO-DATE QUARTERS 


on MAY Ist To 
608 FIFTH AVENUE 





NORMAN M. MORRIS 


WATCHES CLOCKS 
“MATHEY-TISSOT” 
“NORMIS” 


“CHRONOMETER CYMA” 






































“No, No, a thousand times, NO!” 


Does offering a high price for old gold mean a full return to you? 
‘“No, No, a thousand times, NO!” 


Does a lot of talk about what your old jewelry is worth give 


you assurance of a full return? 
*“No, No, a thousand times, NO!” 


Is the unquestioned integrity of your dealer your ONLY guar- 
antee of a full return for your old gold? 
“Yes, Yes, a thousand times, YES!”’ 


Strictly Smelters and Refiners - - NOT Jewelry Manufacturers 


KASTENHUBER & LEHRFELD a owe 


Gold Lic. T. G. L. 13, N. Y. No. 1 
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Must Pay Death Penalty 


PiTTSBURGH, Pa.—John W. Koziar, 
32-year-old West Virginia miner, will die 
in the electric chair for the slaying of 
Samson Rosenshein, Masontown, Pa, 
jeweler who was shot in his home early 
on the morning of March 3. 

Rosenshein’s widow and two sons, who 
grappled with the intruder after the 
jeweler was shot, identified Koziar as the 
killer. Injured in a mine accident 11 
years ago, Koziar shortly after his arrest 
confessed to a series of crimes so numer- 
ous “I cannot remember them all.” 

Mrs. Rose Koziar, the killer’s mother, 
and his two brothers from Brownton, 
W. Va., appeared at the trial to sup- 
port the defense claim that Koziar was 
affected with a crime complex. 





Medal Awarded to William E. Brigham 


Provipence, R. I—April 15—William 
E. Brigham, a member of the Jury of the 
Design Registration Bureau for the 
Medium and Low Priced Jewelry Manu- 
facturing Industry since its inception, 
was awarded a medal by The Society of 
Arts and Crafts of Boston, Mass., accord- 
ing to its announcement of April 2. 

Mr. Brigham’s citation reads as fol- 
lows: “William E. Brigham, Jeweler and 
Teacher. Interpreter of difficult prob- 
lems carried out with skill and a com- 
pleteness worthy of the distinction which 
this medal implies.” In receiving this 
medal, Mr. Brigham becomes one of the 
outstanding artists and craftsmen recog- 
nized by the Society. Mr. Brigham’s 
work with the Design Registration 
Bureau has been of the greatest value to 
the Medium and Low Priced Jewelry 
Manufacturing Industry. 





William A. Burt 


PROVIDENCE — William A. Burt, for 
many years sales representative of Corey 
& Reynolds, large manufacturing con- 
cern of years ago, died recently at the 
Rhode Island Hospital after an illness 
of two years. 

He was 64 years old. Born in Provi- 
dence, Mr. Burt was educated in this 
city and attended Brown University. 
His first employment in the jewelry trade 
was with Preston & Rounds Co., and 
later with Tilden-Thurber. He left the 
retail concern to join Corey & Reynolds. 
His last association in the jewelry trade 
was with T. Quayle. 

Surviving is his widow Marie St. 
Germain, a brother, L. Millens Burt, of 
Forest Hills, New York, and a sister, 
Mrs. Arthur B. Bradshaw, 49 Beacon 
Avenue, Providence, with whom he had 
resided for the past three years. 





Mayor La Guardia to Welcome New 
York State Jewelers at Con- 
vention Held in City 


At the new York State Retail Jewelers’ 
convention, to be held Monday and Tues- 
day, May 27 and 28, at the Hotel New 
Yorker, 34th St. and Eighth Ave., New 
York, full attention will be given to the 
pressing problems of the retail jewelry 
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trade, with the idea of proposing prac- 
tical remedies. 

At a convention committee meeting, 
on April 24, held at the New Yorker, Mr. 
Feldman announced that Mayor La 
Guardia had accepted an invitation to 
welcome the jewelers of the State on 
Monday. Another important speaker on 
Monday will be Mrs. Anna M. Rosen- 
berg, Regional N.R.A. Compliance 
Director. 

Besides interesting speakers and forum 
discussion on trade matters, President 
Feldman has announced that the conven- 
tion will offer to delegates unusually at- 
tractive entertainment features including 
dances, a buffet party, a_ sight-seeing 
tour, and of course, the annual banquet. 


]. B. Rice 


J. B. Rice, president of Bernard Rice’s 
Sons, Inc., and the Apollo Silver Co., 
325 Fifth Ave., New York, passed away 








The late J. B. Rice 


suddenly Sunday morning, March 31, at 
his home, 210 West 70th St., after a three 
days’ illness. 

Mr. Rice was born Feb. 17, 1869, in 
New York City and after graduating 
from the Packard Business College 
became associated with his father in 
the firm of Rice & Bro. in 1890. Mr. 
Rice was active in various charitable 
institutions and was one of the best 
known men in the silverware industry. 
He was on the executive board of the 
Silver Plated Hollow Ware Manufactur- 
ers Service Bureau and also a member 
of the Code Authority of the Silverware 
Manufacturing Industry. 

Funeral services were held at the Uni- 
versal Funeral Parlors, 52nd St. and 
Lexington Ave., on April 1. 

Mr. Rice is survived by his widow and 
two daughters. 





New G. I. A. Governors Elected 


Elections to the Board of Governors 


of the Gemological Institute of America, 


for 1935 include four new members: 
George C. Brock, of Brock & Co., Los 
Angeles; E. W. Hodgson, of Hodgson, 
Kennard & Co., Inc., Boston; H. A. 
Maier, of Maier & Berkele, Inc., Atlanta; 
H. B. McCague, of the Cowell & Hub- 
bard Co., Cleveland. 

The following members were  re- 
elected: James D. Dougherty, of J. B. 
Hudson, Inc., Minneapolis; Louis Esser, 
of Louis Esser Co., Milwaukee; Myron 


93 





Everts, of A. A. Everts Co., Dallas; 
Paul S. Hardy, of Hardy & Hayes Co., 
Pittsburgh; Edward F. Herschede, of 
The Frank Herschede Co., Cincinnati; 
O. C. Homann, of the C. B. Brown Co., 
Omaha; Fred B. Thurber, of Tilden- 
Thurber Corporation, Providence; Leo 
J. Vogt, of Hess & Culbertson, St. Louis. 

Fred B. Thurber, of Tilden-Thurber 
Corporation, Providence, has been ap- 
pointed by William D. McNeil, President 
of the American National Retail Jewelers’ 
Association, to represent that association 
as a member of the Examination Stan- 
dards Board of the Gemological Insti- 
tute of America. Mr. Thurber has been 
appointed in the late Godfrey Eacret’s 
stead. 


Credit Jewelers Enjoy Birthday Party 


Celebrating the first birthday of the 
Associated Credit Jewelers of New York 
and New Jersey, Inc., more than 400 
installment jewelers, their wives and 
employees, gathered for a dinner dance 
Sunday night, March 31, at «the Hotel 
McAlIpin. 

The festivities were begun by C. M. 
Bradbury, of the Royal Diamond & 
Watch (o., toastmaster. Eliot P. Hersh- 
berg inlay-Straus), president, spoke 
briefly of the object and aims of the 
organization and of the various accom- 
plishments which have already been 
realized. He reviewed the work of com- 
mittees in planning advertising stan- 
dards, a unified method of collection pro- 
cedure and other phases of installment 
store operation. 

The feature of the evening was the 
address of Edmund A. Whalen, secretary 
of the Finance Committee of the State 
Senate in Albany, who spoke briefly of 
certain legislation, now in committee, in 
which the credit jewelers were interested. 

Other speakers were M. S. Abelson and 
William Wagner, secretary of the asso- 
ciation. Mr. Wagner reviewed the work 
of the Retail Jewelry Code Authority in 
New York during the past year. 

During the course of the evening Mr. 
Bradbury called upon Alvin Baer, 
founder of Baer’s American Watch & 
Diamond Co., Inc., to rise while he told 
of Mr. Baer’s first efforts, 15 years ago, 
to form an organization of installment 
jewelers, pointing out that the present 
group constituted a complete realization 
of this dream. 





Albert S. Ullman 


Albert S. Ullman, wholesale jeweler 
and diamond broker with offices at 170 
Broadway, ended his life on March 30 
by shooting off a pistol which he held 
in his mouth. He was 50 years old. 

Letters asking for forgiveness, received 
by a number of men in the trade from 
whom he had obtained large quantities 
of jewelry and diamonds on memoran- 
dum, revealed the financial straits which 
led him to the deed. The greater part 
of the merchandise he had obtained on 
memorandum is being recovered by the 
Jewelers’ Memorandum Bureau from his 
safe deposit box and from pawnbrokers. 

A widow and two sons survive. 

















E LG]IN DE LUXE DESK COMBINATION 


Genuine Italian Black and Gold Mar- 
ble Base — Parker Duofold Black 
Pen, 14 kt. gold point, iridium tipped 


ELGIN 8-Day Clock, square and cut 














corner shapes. $32 Keystone nf READY 

an | AFTER 
NOW AT THIS MAY 15th 
POPULAR PRICE 
FILLS LONG Quantity 
WANTED DE- Limited 
MAND FOR HIG dite 
GRADE COMBI- 

at once 


NATION CLOCK 
AND PEN SET 


ree. 8 aren 











ARE YOU A GO-GETTER 
OR A SIT-WAIT JEWELER? 


(Read this article in the April Jewelers’ Circular-Keystone ; 
Note particularly page 77) 
If you belong to the Go-Getters you will not miss this special offer of a year’s 


subscription to GEMS & GEMOLOGY for $3.00. With your subscription you 


receive: 


(1) A special silver window sign featuring diamonds as in- 


vestments. 
(2) Free lectures for you to deliver before Service Clubs and 
Schools on History and Romance of Gems, Famous Dia- 


monds, etc. 
(3) 2 Laboratory Examinations of gems. 
(4) A year’s subscription to the biggest little magazine on 
gems and this whole gemological movement. 
You have inquired about our courses and we want to give you this opportunity 


so send your card and 3 one dollar bills to 


AMERICAN GEM SOCIETY 


555 South Alexandria St. Los Angeles, California 
Affiliated with the GEMOLOGICAL INSTITUTE OF AMERICA 
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New York Silver Dealers Stop Using 
the Term “Sheffield” Improperly 


WASHINGTON, D. C., April 10.—A stipu- 
lation has been entered into between the 
Federal Trade Commission and Arthur 
and Nathan Lans and Hattie Lans Spitzer, 
New York City, trading as Lans, engaged 
in selling silverware both at retail and 
by mail order. 

They have agreed to stop using the 
word “Sheffield” in their advertising to 
represent products not made in Sheffield, 
England, nor in accordance with the proc- 
ess used in making “Sheffield silverware” 
or “Sheffield plate.” The stipulation says 
that the respondents’ products were not 
of the quality associated with that grade 
of silverware known to the trade and 
purchasing public as “Sheffield silverware” 
or “Sheffield plate.” 





Scottdale, Pa., Retail Jeweler Recovers 
Gold and Jewelers’ Tools Found in 
Cinder Pile 


PitTsBURGH, Pa.— Gold and jewelers’ 
tools valued at $3,400 were dug up from 
a cinder pile March 23 in Scottdale, Pa., 
and returned to Carl Maeder, retail 
jeweler of that place, following the 
arrest of a man on a burglary charge. 

Maeder’s jewelry store was entered 
during the latter part of March by a 
burglar who sawed bars in the rear of 
the store to gain entrance. From the 
markings of the saw, police determined 
the job was done by a “left-handed man,” 
and in searching for suspects were 
directed to the man, whose right arm was 
amputated several years ago. 

Police said the man admitted the crime 
and directed them to the cinder dump 
where the gold and other valuables had 
been buried in a cardboard box. The 
investigation and arrest were made by 
State Police Corporal J. E. Esserman and 
Chief of Police Frank Ganoe, of Scott- 
dale. 


F.T.C. to Act on Complaint Against 
Use of Fraudulent British Hall-Marks 


WasHincTon, D. C., April 5.—Unfair 
competition in the sale of silverware is 
charged by the Federal Trade Commis- 
sion in a complaint against Emil Pollak, 
trading as New Art Plating Co., Vardi of 
London, Inc., and Emil Vardi, trading as 
Vardi of London, all of New York City. 
The complaint alleges violation of the 
Federal Trade Commission Act and of 
the code of fair competition for the silver 
manufacturing industry. 

Fraudulent stamping and hall-marking 
of modern silverware to imitate the Eng- 
lish hall-mark is charged in the complaint, 
wher, in fact, the silverware so marked is 
neither of English manufacture nor an- 
tique origin. 

The complaint says that Pollak, trading 
as New Art Plating Co., at the request of 
Vardi of London, Inc., fraudulently used 
prints, stamps and false British Assay Of- 
fice marks and imitation hall-marks simu- 
lating the Old English hall-marks to brand 
modern silverware made in the United 
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States and not Old English Silverware or 
Sheffield Plate. This spurious product, 
according to the complaint, was delivered 
by Pollak to Vardi and sold by the latter, 
cooperating with Pollak, to the public. 

By so misbranding and marking the sil- 
verware, Pollak, according to the com- 
plaint, placed in the hands of Vardi of 
London, Inc., a means whereby the latter 
could commit a fraud upon the buying 
public by selling the spurious product un- 
der the pretense that it is of genuine qual- 
ity and Old English silverware assayed 
and hall-marked in England. 

The complaint recites the history of the 
hall-marking of silver in England. The 
custom is an outgrowth of the Guild Sys- 
tem, which required that articles made of 
silver be submitted to Goldsmith Hall, 
where they were assayed. 

Pollak is further charged with failing 
and refusing to mark his products with the 
manufacturer’s name or with a registered 
trade mark as required in the silverware 
industry’s code of fair competition. 


Officers Re-Elected at Convention of 
Massachusetts and Rhode Island 
Retail Jewelers 


Boston, Mass., April 4—The annual 
convention of the Massachusetts and 
Rhode Island Retail Jewelers’ Associa- 
tion was held at the Hotel Statler in this 
city on March 27. The one-day session 
was for members only and proved both 
interesting and profitable. Officers of the 
association, all of whom were re-elected, 
are as follows: James Kingman, presi- 
dent; A. H. Abbott, first vice-president; 
Arthur K. Smith, second vice-president; 
J. H. Peterson, secretary; Frederick W. 
Bird, treasurer. 

The only speaker other than associa- 
tion members was Kenneth B. Backman, 
manager of the Boston Better Business 
Bureau and secretary and treasurer of 
the Boston Retail Jewelers’ Code Author- 
ity. He spoke on the efforts of the Code 
Authority to curtail the activities of 
“oyps.” 

Among the guests was E. J. Beaulieu 
of Portland, Me., president of the Maine 
Retail Jewelers’ Association. He _ ex- 
tended an invitation to the conferees to 
attend the Maine association convention 
June 3, at the Portland Country Club. 

Among the subjects discussed by the 
conferees was the selling of old watch 
movements, which apparently find their 
way into stores selling rebuilt watches. 

The proposition of June Hamilton 
Rhodes for jewelry publicity was pre- 
sented by William G. Thurber. No vote 
was taken. 


Members of the Clock Manufacturing 
Industry Code 


WasuinctTon, D. C., April 10.—NRA 
has announced recognition of the follow- 
ing elected members of the clock manu- 
facturing industry code authority: Edward 
Ingraham, E. Ingraham Co., Bristol, 
Conn.; Smith F. Ferguson, Western Clock 
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Co., New York City; C. H. Granger, In- 
gersoll-Waterbury Co., Waterbury, Conn. ; 
R. H. Whitehead, New Haven Clock Co., 
New Haven, Conn.; and C. E. Davis, 
Warren Telechron Co., Ashland, Mass. 


John M. Sandoe 


Los ANGELES, CALIF., April 10.—John M. 
Sandoe, who for 20 years covered the 
West Coast for The Wahl Co., Chicago, 
passed away at his home at Palo Alto, 
Calif., on March 9, following a long ill- 
ness. 

Born in Ashburton, New Zealand, in 
1879, Mr. Sandoe was apprenticed to the 
New Zealand Clothing Co. at the age of 
14 and was connected with that concern 
in several branch stores until he was 20. 
He then sailed for England, where he was 
employed by Hope Bros., London, for three 
years. He came to America in 1902 and 
worked in the Saks and Lord & Taylor 
stores in New York for three years, after 
which he left for San Francisco with 
George Clarkson. Both men were em- 
ployed in San Francisco men’s stores until 
the earthquake of 1906. In 1908 Mr. 
Clarkson formed the Pacific Novelty Co. 
and Mr. Sandoe represented them as a 
salesman for some years. 

After the 1915 Exposition he became 
associated with the Cardinal Vincent Co., 
selling Eversharp pencils. In 1916, when 
Morris & Jones became The Wahl Co.’s 
Pacific Coast agents, Mr. Sandoe joined 
them, covering the entire coast. When 
The Wahl Co. took over the agency them- 
selves, Mr. Sandoe was retained and had 
been district manager for the Pacific Coast 
territory for the past 10 years. 

He is survived by his widow and two 
children, a son James and a daughter 
Winifred. 





New York Manufacturer Agrees to 
Stop Use of “Sheffield Reproduction” 


Wasuincton, D. C., April 15—En- 
gaged in manufacturing silver plated 
hollow-ware for sale, the Keystone Co., 
Inc., 460 W. 34th St., New York City, 
has entered into a stipulation with the 
Federal Trade Commission to discon- 
tinue labeling its products “Sheffield Re- 
production.” This was done to prevent 
the implication that the products are 
made in accordance with the process used 
in manufacturing Sheffield silverware or 
Sheffield plate. The company also agrees 
to discontinue use of the word “Sheffield” 
in any way which will imply that the 
products so marked are made in Sheffield, 
England, in accordance with the Sheffield 


_ manufacturing process, when this is not 


true. 


H. E. Kleinlein 


Upper SaNnpbusky, Ou1o, April 10— 
H. E. Kleinlein, one of the city’s oldest 
business men, is dead. He had been in 
failing health for the past six months. 
Death was due to the infirmities of old 
age. He was the senior member of 
Kleinlein & Son and had been in the 
jewelry business for 51 years. 





NEWS PICTURES 
OF THE MONTH 









Ly 
re 
President S. George Cochron, Secretary J. E. Coleman and 


Vice-President Andy Hauer talk it over at the convention of 
the Tennessee Watchmakers and Jewelers Association. 


Above — Attractive new 
store of Lundahl Jewelers, 
Modesto, Calif., designed 
by Frank L. Enos,. San 
Francisco representative of 
J. R. Wood & Sons, Inc. 
Most of the stock is kept 
in the safe. A small dia- 
mond room is back of the 
window. 








Snapshot of Jos. B. Bechtel, head 
of J. B. Bechtel & Co., Inc., Phila- 
delphia, Pa., taken at Heister’s Mill, 


Above—Miniature June wedding party and fine ring Pa. He has just celebrated his 





70th birthday anniversary. 





= = — display in the store of the Hays Jewelry Co., 
E ————— Lafayette, Ind. 
“Ht ROBEBHT WALLACE vo MADE 
THE FIRST NICKEL SILVER ountTh 













MANUFACTURED IN THIS. COUITRS 
11835 LAlb THE FOUNDAT 
STONE OF THIS B 















Tablet erected by employees of R. Wal- 

lace & Sons Mfg. Co. and the Walling- 

ford Co., Inc., in celebration of the 

one hundredth anniversary of founding 
of the business. 


Here are the members and guests of the Tennessee Watchmakers and Jewelers Asso- 
ciation at the banquet at Nashville. (See text on page 89.) 
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Oklahoma Retail Jewelers Hold 
Annual Convention 


OKLAHOMA City, OKLA., April 18—A 
good watch repair job, which in itself 
means little profit, may become one of 
the most profitable transactions possible 
in the average retail jewelry store, Wil- 
liam E. Brill, sales manager of the 
material and export department of the 
Elgin National Watch Co., told the con- 
vention of the Oklahoma Retail Jewelers’ 
Association here. 

Mr. Brill was the only speaker of the 
two-day convention. More than 200 state 
jewelers and traveling men registered 
for the meeting were entertained at a 
stag party, a banquet and dance, with a 
bathing beauty contest the feature of the 
banquet. 

The Elgin representative pointed out 
that the jeweler is like a physician pre- 
scribing for the ills of the watch that 
belongs to his customer. 

“The consumer doesn’t know anything 
about a watch,” Brill said, “but he goes 
to the jeweler whom he believes knows 
the most about it. When the ‘prescrip- 
tion’ is filled, the repairs made, the con- 
sumer does know whether or not the re- 
pair job stands up. 

“In time, that same customer may want 
to buy an expensive piece of jewelry, or 
a friend of his may ask about a reliable 
jeweler. If the repair job is well done, 
the jeweler gets the first chance at a 
sale.” 

Mr. Brill urged that all jewelers use 
genuine parts in whatever repair job they 
do, and “make every job going out of 
your repair department just as good as 
it is possible to make it.” 

He also discussed the sales possibility 
in attractive window displays, changed 
often, and in newspaper advertising de- 
signed to bring customers into jewelry 
stores. He predicted that business will 
continue to increase during the coming 
year. 

Jackson F. Boehm, representing R. 
Wallace & Sons, Mfg. Co., Wallingford, 
Conn., expressed unusual optimism be- 
cause “so many jewelers have become 
merchants instead of storekeepers dur- 
ing the depression.” 

Illustrating his point, he told of visit- 
ing one veteran jeweler. While waiting, 
two women customers came into store. 
The veteran continued to “tinker with a 
watch, never even giving those two cus- 
tomers the courtesy of a good-morning. 
I walked out of the store. The jeweler 
protested. 

“I told him that he had a good credit 
rating, was a good jeweler, but wasn’t 
the kind of a man I wanted to represent 
my line. He came to me that afternoon, 
and I explained what I meant. We are 
good friends now—and he is one of my 
best customers. Incidentally, he has be- 
come a darn good merchant, too.” 

At the close of the convention, Frank 
White, Guthrie, was named president; 
Charles Houpt, Bartlesville, first vice- 
president; L. D. Dean, Clinton, second 
vice-president and B. C. Clark, Jr., Okla- 
homa City, secretary-treasurer. The 
next convention will be at Tulsa. 
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The advisory board is made up of 
A. Y. Boswell and Sanders Romes of 
Tulsa; N. C. McCoy, Cushing; George 
B. Goldfarb, and N. O. Barnhill, Okla- 
homa City and J. W. Owsley, of Chick- 
asha. 





Smuggler Sentenced to a Year and 
a Day in Federal Penitentiary 
and $3,000 Fine 


Aaron Eli Travitsky, convicted smug- 
gler, who defrauded the United States 
Government of almost $15,000 in duties 
on watch movements and diamonds which 
he brought into this country illegally, on 
Friday, April 5, was sentenced by United 








Silver Prices Show Great 
Increase 


S THIS issue of THE JEWELERS’ 

CIRCULAR-KEYSTONE goes 

to press, silver prices, which have 

been increasing for a long time, 
surged upward over the world. 

The action of President Roosevelt, 
April 25, in increasing the price paid 
by the government for newly mined 
domestic silver from 71.11 cents to 
77.57 ‘cents an ounce was followed 
by a decided rise in the silver market. 
On April 26 the domestic price went 
over 8] cents per ounce. 

The President did not again in- 
crease the government’s buying price 
for domestic silver up to Monday, 
April 29, and the market price de- 
clined Saturday, April 27, to 7634 
cents. 

Secretary Morgenthau had previ- 
ously stated that the Treasury De- 
partment, in its purchase program, 
was operating under a direct mandate 
of Congress that it should buy the 
metal until the price reached $1.29 
an ounce, or until the monetary value 
of the supply accumulated equalled 
one-third of the nation’s gold stock. 








States Judge Carroll Hincks to serve a 
year and a day in the Federal Penitenti- 
ary and fined $3,000. 

Travitsky, who is a diamond dealer 
with offices at 93 Nassau St., arrived in 
New York on Oct. 24 aboard the Cham- 
plain. When upon examination of his 
baggage Customs Inspector Hendricks 
discovered 3796 Swiss watch movements 
labeled “Libella,” of a total domestic 
value of $29,000, he attempted to bribe 
the agent to let him pass the customs line 
for $500. Continuing his examination, 
Inspector Hendricks found loose dia- 
monds worth $6,077 in the pocket of 
Travitsky’s overcoat, also contraband 
merchandise which had not been de- 
clared. 

The jeweler was defended by the well- 
known criminal attorney, Max D. Steuer. 
After the verdict of guilty had been 
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brought in by the jury, Travitsky changed 
lawyers in quick succession, filing notice 
of appeal twice and twice withdrawing 
it. On April 17, Mr. Steuer reappeared 
in the case, presenting United States As- 
sistant Attorney John W. Burke, govern- 
ment prosecutor, with a written stipula- 
tion that Travitsky would surrender on 
April 26, to be sent to the Federal prison 
in Lewisburg, Pa. 





Sale of American Silver Co.’s Assets 
Are Approved 


MERIDEN, CoNnN., April 10.—Sale of part 
of the assets of the American Silver Co. 
of Bristol to the International Silver Co. 
for $75,000 was approved recently in the 
Superior Court by Judge Ernest A. Inglis 
on petition of the receiver of the Bristol 
firm, the Bristol Bank & Trust Co. The 
company has been in receivership since 
Feb. 1. The assets sold include tools, dies, 
machinery, trademarks and trade names. 

Land and buildings of the company, 
valued at $103,000, were not included in 
the sale. Taxes on the property, amount- 
ing to $36,409.05, will be paid the City of 
Bristol from the proceeds of the sale, and 
other creditors will be paid from the bal- 
ance. The capital stock of the company 
is $400,000. Stockholders will receive 
something on their holdings if the land 
and buildings are sold. 





New York Bowery Dealers Organize 


The diamond and jewelry dealers of 
the Bowery met on March 21, at 82 


. Bowery and resolved to form an organi- 


zation. More than 75 dealers from the 
various exchanges attended this meet- 
ing, over which Len Palliser, active in 
stimulating interest in the idea, presided 
as temporary chairman. 

On April 1 the Bowery jewelers 
gathered again to elect the following 
slate of officers: Michael Hertz, presi- 
dent; Len Palliser, 1st vice-president; 
Herman Jacobs, 2nd _ vice-president; 
Joseph Herman, treasurer, and Louis 
Wilmer, financial secretary. 

At this meeting Mr. Palliser outlined 
the possible advantages accruing to mem- 
bers of the new organization, which will 
be known as the Associated Diamond 
Jeweiry Merchants of the Bowery, Inc. 
He spoke first of the necessity of raising 
a fund, to be used for advertising in the 
trade press and possibly for radio pub- 
licity. 





Platinum Market 


Platinum prices, as of April 24, 1935, were 
officially quoted as: 


GE a da du suuschacinedsccacevddacdesen $32.00 


Containing 5% Iridium ............... 33.00 
Containing 10% Iridium .............. 34.00 
DOE as bce rae dackdadaxaeeuetbes 50.00-55.00 
PON o wic cxcecanseinwndes enue 24.00-25.00 





Prices of Silver Bars 


U.S. 
Government New 
London Assay Sell- York 
Date Official ing Price Official 
April 4 28 63% 61% 
April 11 29 68% 65% 
April 18 30 70 67 
April 25 347 79% 77 
April 26 36% 83% 81 
April 27 35% 79% 76% 








HOTEL 
PARAMOUNT 


you’re in the Heart of 
NEW YORK 


... The visitor to New York 
City on business knows the im- 
portance of a convenient lo- 
cation. That’s why so many 
make The Paramount Hotel 
their headquarters. 

TIMES SQUARE is the 
focal point to ALL NEW 
YORK. From here, it is a 
matter of minutes to reach any 
important business center. . . 
Of course, a// theatres, night 
clubs, restaurants and points 
of interest are right on hand. 


700 ROOMS—700 BATHS 


Suites and sample rooms 
available 


Daily rates..Single from %2-59 
Double from #4-09 


HOTEL 


PARAMOUNT 


46th Street, West of Broadway 
NEW YORK 
CHARLES L. ORNSTEIN, Manager 








Celebrates 50th Anniversary 


Newark, N. J., April 22—The Ledos 
Mfg. Co., manufacturers of watch case 
materials, 34 Pearl St., is celebrating its 
50th anniversary. 

Eugene P. Ledos began working when 
18 years old for Henry Lefort, a watch 
crown manufacturer of Newark; which 
business is now out of existence. Mr. 
Ledos remained with this business until 
he was 25 years old and then started for 
himself, manufacturing crowns, stems, 
springs, etc., supplying the watch case 
makers. Eventually he also added other 
kinds of watch case materials to his line 
supplying the leading jobbing houses in 
this country and Canada. 





Members of Jewelers 24 Karat Club 
of New York Enjoy Beefsteak 
Dinner 


Each year members of the Jewelers’ 
24 Karat Club of New York look ahead 
to the annual beefsteak dinner and this 
year the event was held on the evening 
of April 9 at the Hotel Warwick, 54th 
St. near Sixth Ave. The fact that the 
mid-year banquet of the club was held 
had no effect on the attendance which 
totaled 120 and it is only fair to 
say that the dinner this year was one of 
the best which the club has ever leld. 

Every minute of the time was enjoyed 
by all who had the opportunity to attend. 
As usual prior to the opening of the 
dining room, a buffet lunch was served 
in a room adjoining the banquet hall and 
members of the club took this opportunity 
to renew friendships during a delightful 
social hour. 

When the bugle sounded for the feast 
to begin, members of the club formed in 
line and proceeded to the tables, a special 
one having been reserved for ex-presi- 
dents and officers at the head of the 
room. The usual paper aprons and caps 
were soon donned and the orchestra 
swung into a lively air. 

There was very little in the way of 
speechmaking but just before the serving 
of coffee, President Clifford Lamont made 
a few remarks expressing his pleasure 
at the attendance and calling attention 
to the fact that he wished to introduce 
new members of the club, which he did. 

After the dinner had been served, a 
program of entertainment occupied the 
attention of the jewelers until about 9:30 
p. m. The entertainment features this 
year were of special merit and the danc- 
ing and singing girls, the memory wiz- 
ard, the acrobatic acts and the other 
artists of the evening were top-notch in 
every respect. 

The affair was under the personal di- 
rection of Frederick Croselmire who re- 
ceived a great deal of favorable comment 
not only because of the excellence of the 
dinner and the entertainment but also be- 
cause of his fine management in keeping 
down the expenses of the evening to a 
minimum. 





Gordon Petersen, of the Ball Co., 
Chicago, made an extensive business trip 
through Wisconsin during April. 
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Publisher’s Statement of Circulation 
This is to certify that the average 
circulation per issue of 


THE JEWELERS’ CIRCULAR 


For the six months’ period July 1st 
to and including December 31st, 
1934, was as follows: 


Copies sold 
Copies distributed free. . 


8,621 
1,933 


Total . 10,554 
Signed P. M. Fahrendorf, 
(Publisher) 


Subscribed to and sworn before me 
on this 12th day of March, 1935. 

(Seal) Wm. A. Maas 
Notary Public, Queens Co., No, 
3210, Reg. No. 3450, Certificate 
filed in N. Y. Co., No. 1040. Reg, 
No. 6-M-662. Commission expires 
March 30, 1936. 








Publisher’s Statement of Circulation 
This is to certify that the average 
circulation per issue of 


THE KEYSTONE 


for the six months’ period July Ist 
to and including December 3st, 
1934, was as follows: 





Copies sold ........... 9,798 . 
Copies distributed free. . 487 
SN x ok en ad 10,285 
Signed Bartley J. Doyle 
(Publisher) 


Subscribed to and sworn before me 
on this 12th day of March, 1935. 

(Seal) May T. Miller 
My commission expires March 2, 
1937. 





PUBLISHER’S STATEMENT OF 
CIRCULATION 


This is to certify that the circula- 
tion of the January, 1935, Issue of 


THE JEWELERS’ 
CIRCULAR-KEYSTONE 
was as follows: 
Copies sold _ . 
Copies distributed 
free ee 


13,504 
1,546 


Total 15,050 
Signed P. M. Fahrendorf 
(Publisher) 


Subscribed to and sworn before me 
on this 12th day of March, 1935. 

(Seal) Wm. A. Maas 
Notary Public, Queens Co., No. 
3210, Reg. No. 3450, Certificate 
filed in N. Y. Co. No. 1040 Reg. 
No. 6-M-662. Commission expires 
March 30, 1936. 











A.B.C. 


The only Jewelry publication a 
member of the Audit Bureau 
of Circulations. 


Buying advertising without the 
A. B. C. guarantee is like buy- 
ing silver without the “Ster- 
ling’? mark, or gold without 
the “Karat” stamping. Today’s 
advertisers can’t gamble with 
their advertising dollars — 
they’ve got to know! 
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Evarts C. Stevens Elected President 
of the International Silver Co. 


MERIDEN, CONN., April 24.—At the 
meeting of the directors of the Interna- 
tional Silver Co. held today, Evarts C. 
Stevens was elected president to succeed 
the late Clifford R. Gardinor. Roy C. 
Wilcox was chosen executive vice-presi- 
dent, Craig D. Munson, vice-president, 
while L. B. Hall remains as vice-presi- 





Evarts C. Stevens, new president of 
International Silver Co. 


dent; George H. Yeamans, treasurer; 
Herbert J. Reeves, assistant treasurer; 
Roy C. Wilcox, secretary and George H. 
Edwards, assistant secretary. As before 
George H. Wilcox remains the chairman 
of the board. 

Horace C. Wilcox has become a mem- 
ber of the Executive Committee and Wil- 
liam H. Race and A. L. Zeitung have 
been added to the directors. 





Evarts Chapman Stevens, 51 years old, 
a native of Wallingford, has not only 
spent his business life in the silver plated 
industry but comes of ancestors who have 
been connected with the business since 
its beginning. His grandfather, David 
S. Stevens, ran a flatware factory, and 
his father, Elizur §. Stevens, joined 
that business in the late 60’s when it was 
in Wallingford and later in Northford, 
until his retirement in 1878 until Maltby, 
Stevens & Co. was formed. The Maltby, 
Stevens & Curtis Co. later was succeeded 
by the Watrous Mfg. Co., now owned 
and operated as Factory P of the Inter- 
national. 

Evarts Chapman Stevens in 1906 
started with Factory F as an assistant 
to his father, then superintendent, learn- 
ing the flatware business as his father 
had learned from his grandfather. In 
1919 he was appointed manager of the 
Simpson Nickel Co. (Factory M of the 
International) where he continued until 
1928. Mr. Stevens later became a direc- 
tor of the company and was appointed 
chairman of the flatware committee and 
flatware manager; in April, 1929, was 
elected vice-president and later a mem- 
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ber of the executive committee. From 
1906 until 1928 he was actively engaged 
in the manufacturing end of the business 
and for the last seven years has also 
been a general executive with admin- 
istrative duties covering much of the busi- 
ness as a whole. 

Outside of the silver plate business, 
Mr. Stevens is a director of Manning- 
Bowman & Co., Meriden; vice-president 
of the Dime Savings Bank, Wallingford; 
former secretary of the Wallingford 
Board of Education and secretary of the 
Board of Water Commissioners. At the 
present time he is chairman of the Open 
Shop Conference of Connecticut and the 
Emergency Advisory Board of the Open 
Shop Conference; director of the Manu- 
facturers Association of Connecticut, the 
Manufacturers Association of Meriden, 
and a member of the Executive Board of 
the Southern Branch of the National 
Metal Trade Association. 





President Lamont Gives Dinner to 
Former Presidents of Jewelers 
24 Karat Club 


Following the club’s annual custom, 
President Clifford Lamont of the Jewel- 
ers 24 Karat Club acted as host to the 
officers and former presidents of the club 
at a dinner held on the evening of April 
24. About 15 of the former presidents 
and present officers enjoyed a delightful 
banquet at the Hotel Roosevelt, at which 
many matters of interest to the club and 
to the jewelry trade were discussed. 

Speeches were informal but the most 
important was the remarks of President 
Lamont in which he analyzed business 
conditions, the moral aspect of the trade 
and the necessity of keeping up the high 
standards required for membership in 
the 24 Karat Club. 





Porter Cox Elected President of 
S. C. Retail Jewelers Association 


GREENVILLE, S. C., April 22.—Porter 
Cox of Charleston was elected president 
of the South Carolina Retail Jewelers 
Association today at the annual conven- 
tion held at the Poinsett Hotel. He suc- 
ceeds Richard H. Allan of Charleston. 

Columbia was selected as the site for 
the 1936 convention, the exact date for 
which will be set later by the executive 
committee. 

Approximately 35 jewelers from all 
over the state attended the meeting, 
which opened at 9 o’clock this morning 
and adjourned at 6 p.m., featured by 
addresses by Harry G. Matthew of Ashe- 
ville and Mr. Allan, the retiring presi- 
dent. 


A.N.R.J.A. Chooses Waldorf-Astoria 
as Headquarters for 1935 Convention 


The American National Retail Jewelers 
Association has announced that the 1935 
convention will be held the week of Aug. 
26, and that the convention headquarters 
will be in the magnificent Waldorf- 
Astoria Hotel, New York City. 

The exhibits will be shown in the 
Grand Ball Room and the East and West 
Foyers, while the meetings will take place 
in the Astor Gallery. 
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Made of pure Irish linen in 
white and various colors with 
high grade nonrustable buckle. 


Practical . . Sanitary . . 
Washable 


Change Them As You Change 
Your Shirt 





Singapore straps are profitable 
and when displayed and fea- 
tured in your advertising will 
bring people into your store 
and act as a stimulus to the 
sale of other merchandise. 


Below Is An Advertisement of 


Singapore Straps by a Well 
known Jeweler 





THE NIGHT PARADE 
BY NOEL FRANCIS 


“Linen wrist-watch straps that 
you can wash in your own bath 
room have just arrived in our 
midst from India, where they 
have been the vogue for years. 
Very cool they are, too, if 
leather bothers you, and very 
smart.” 


From the Cleveland News 


* * 2 
COWELL & HUBBARD 
SCORES FIRST AGAIN! 
“SINGAPORE” 
LINEN WATCH 
STRAPS 
50c EACH 


2 & 


Akron Linen Products 
Company 
109 N. Union St., Akron, Ohio 
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Hearing on Terms Provisions of 
Assembled Watch Industry Code 


Terms, as extended to retail jewelers 


| by watch importers and assemblers un- 


der the Code of Fair Competition for 
the Assembled Watch Industry, were 


| the subject of extended debate at a hear- 








ing which considered proposed amend- 
ments to this code, held in the Hotel 
Waldorf-Astoria, March 28. 

By far the preponderance of testimony 
taken was in favor of elimination of 
Section 17, Article VIII (dealing with 
terms) altogether. The retail jewelers 
present were exceedingly vocal as well 
as logical in their condemnation of the 
terms provisions as now written into 
the assemblers code, and all but two or 
three of the importers who testified re- 
quested either modification or elimina- 
tion of the paragraph. 

The hearing was presided over by 
Deputy Administrator W. L. Schurz, 
with the following NRA officials pres- 
ent: G. E. Smith, Industrial Advisory 
Board; W. H. Edmonds, Consumers’ 
Advisory Board; George Myrick, Jr., Re- 
search and Planning Division; Thomas 
Charshee and Travis Brown, of the Le- 
gal Division, and Leslie Lore, Assistant 
Deputy Administrator. 


Principal witnesses among the mem- 
bers of the assembled watch industry 
were Harry Henshel (Bulova Watch 
Co.), J. P. V. Heinmuller (A. Witt- 
nauer Co.), Herbert Ollendorff (Ollen- 
dorff Watch Co.) and Oscar Lazrus 
(Benrus Watch Co.). Retail jewelers 
were represented by Charles T. Evans, 
secretary of ‘the A.N.R.J.A.; Phineas 
Peters, chairman, Executive Board, Re- 
tail Jewelers’ Associations: of Greater 
New York; Samuel Feldman, president, 
New York State Retail Jewelers’ Asso- 
ciation; Hyman Goldschmidt, president, 
Metropolitan Retail Jewelers’ Associa- 
tion, and M. S. Abelson, vice-president, 
Associated Credit Jewelers of New York 
and New Jersey. Harry R. Rinehart and 
George A. Fernley spoke regarding the 
position of wholesale iewelers on terms. 

After brief consideration of the other 
fair trade practice rules, discussion cen- 
tered about terms. Substance of the 
testimony of retailers was that the pres- 
ent terms make it impossible for the 
average jeweler to maintain a represen- 
tative stock on hand throughout the year; 
that terms and discounts should be an 
individual matter between the contract- 
ing parties, and not subject to outside 
regulation. 


Herbert Ollendorff, chairman of the 
Code Authority for the Assembled Watch 
Industry, expressed the opinion that 
“terms and discounts have a very vital 
place in our Code.’ While saying that 
he would prefer that the issue be left 
to the industry at large to decide, he 
remarked, “I do believe there should 
be some limitation to terms, and that 
those terms should be within reason.” 


The brief presented by Mr. Henshel 
for the Bulova Watch Co. was by far 
the longest and most conclusive of the 
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day. It took up 37 pages of the record, 
Evidence which he offered for elimina- 
tion of terms provisions from the Code 
included 800 letters from retail jewelers, 
written in answer to a letter sent out 
by the Bulova Watch Co. on the question, 
These letters, Mr. Henshel said, empha- 
sized (1) the need of the long term credit, 
and (2) the frequency with which the 
terms of the code relating to credit are 
disregarded. The brief offered exhays- 
tive statistics of distribution in the retail 
jewelry trade compiled by Professor 
Hugh E. Agnew, chairman of the Mar- 
keting Department, School of Commerce, 
New York University. In a final sum- 
ming up Mr. Henshel pointed out that 
small retail stores comprise the vast ma- 
jority of outlets for watches, that these 
dealers have for decades relied upon and 
need the financial aid which may be 
extended through liberalized credit terms, 
Evidence taken at this hearing, which 
lasted all day, will form the basis for 
an order by the NRA as to the destiny 
of the controversial paragraphs.  Re- 
tailers await anxiously this decision. 


WasuHIncTon, D. C., April 22.—While 
no official announcement has been made, 
it is generally believed that NRA will 
soon issue an order staying for 90 days 
the application of Section 17, Article 
XIII of the Code of Fair Competition 
for the Assembled Watch Industry. 
These paragraphs deal with terms and 
discounts to be extended to retail jew- 
elers, widely protested by importers and 
retailers at the New York hearing on 
that code held March 28. 














This Cup 
was won 
permanently 
by 
HELEN 
WILLS 
MOODY 











T was the Women's 
National Lawn Tennis 
Championship Cup 


This and other famous 
cups were made by— 


Graff, Washbourne & Dunn 


FINE SILVERSMITHS 





We Solicit Business on 
Special Orders 


TRADE MARK 


142 WEST FOURTEENTH STREET 
NEW YORK CITY 
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NEW YORK: 


Jewelry News of the Metropolitan District 


retail jeweler, is 
after 20 


The A. Trojan Co., 
now located at 10 W. 47th St., 
years at 105 W. 40th St. 

The business of G. Dewey Sullivan, 
Inc, 62.W. 47th St. has been discon- 
tinued. 

Emanuel Meyer, wholesale jeweler and 
engraver, has announced his removal 
from 36 W. 47th St. to new quarters in 
15 W. 47th St. 

Esta Schagrin, French pearl stringing 
for the trade, has announced her removal 
from 36 W. 47th St., to new and larger 
quarters in Room 1205, 10 W. 47th St. 

Raymond Abrahams, dealer in dia- 
monds and jewelry, has announced his 
removal from 522 to 551 Fifth Ave., 
Suite 2801. 

Morris Rubin, manufacturing jeweler, 
83 Canal St.. has announced that Max 
J. Newman, of San Francisco, is now 
representing his concern on the Pacific 
Coast. 

Edward H. Muhlfeld has announced 
his resignation as secretary of Mayers, 
Osterwald & Muhlfeld, Inc., as of April 1, 
and that he has opened an office for him- 
self at 665 Fifth Ave. 

Murray Stern, installment jeweler, 403 
W. 42nd St., has changed the name of 
his business from Murray’s’ Credit 
Jewelers to the Keystone Credit Corpor- 
ation. 

Alphons Bach, industrial designer, 
some of whose silver designs are now 
on display in the Exposition of Indus- 
trial Art at Rockefeller Center, has taken 
quarters in 724 Fifth Ave. 


The Paul Vallette Watch Co., Inc., of 
America, 20 W. 47th St., has announced 
that Gustave Engelsman is now asso- 
ciated with that concern, calling on the 
New York and Eastern trade. 


The Lucky Love Diamond Wedding 
Ring Co., Inc., formerly 40 John St., has 
announced the removal of its factory and 
offices to new quarters in 71 Nassau St., 
Rooms 1604-5-5a. 

George S. Heineman, Inc., dealer in 
gifts, utility items, stationery and novel- 
ties for the jeweler, formerly located at 
200 Fifth Ave., has moved to larger 
quarters in 230 Fifth Ave., southwest 
corner of 27th St. 

Karlan & Bleicher, Inc., manufacturers 
of ring findings, 9-11 Barrow St., have 
announced the enlargement of their plant 
by the addition of an entire floor in the 
building at 188-192 W. 4th St., adjacent 
to their present location. 

The Morris Katz Diamond Corp., 
dealer in precious stones and mounted 
jewelry, 68 Nassau St., has announced 
its removal on May 1 to new and larger 
quarters on the seventh floor of the same 
building. 

Philip R. Kaplan, 
Essex Jewelry Co., 


the 
has 


formerly of 
36 John St., 
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severed his connections with that con- 
cern and is now associated with the 
Philip R. Kaplan Jewelry Co., Inc., 12 


John St., general jewelry jobbers. 


Announcement has been made that 
Harry Kousin, one of the originators of 
the “Lucky Love” diamond wedding ring, 
has severed his connections with the com- 
pany of that name and is now in business 
for himself trading as the Kousin Jewelry 
Co., Inc., at 66 Nassau St. 


David Mayer, a former diamond im- 
porter of New York who of recent years 
has been a resident of Antwerp, paid a 
visit to the metropolitan section last 
month and returned to Antwerp late in 
April, after visiting many of his old 
friends in the trade here. 


Wholesale diamond sales in the New 
York Federal Reserve District in Febru- 
ary, 1935, showed a gain of 2.1 per cent 
over the corresponding month in 1934. 
Stocks increased 11.3 per cent. Jewelry 
sales for the same period were 1.4 per 
cent less than last year, with stocks 0.5 
per cent less than in February, 1934. 


Rawson L. Wood, vice-president 
J. R. Wood & Sons, Inc., has announced 
the appointment of L. L. Wallace as sales 
manager of the concern’s class ring 
division. Mr. Wallace, who will spend 
much of his time cooperating with retail 
jewelers in the effort to increase their 
class ring and school jewelry business, 
has had wide experience in this field. 


J. W. Johnson, wholesale silverware 
dealers, 14 Maiden Lane and 1 W. 47th 
St., in business since 1869 (which makes 
that concern of the same age as THE 
JEWELERS’ CIRCULAR-KEYSTONE) has an- 
nounced the incorporation of its business 
as of March 1, 1935. There will be no 
change in personnel. The firm will trade 
as J. W. Johnson, Inc., 

Raymond Mehrlust, son of Jacob Mehr- 
lust, prominent manufacturer of fine 
jewelry, left recently on a tour around 
the world. He arrived in Los Angeles 
on April 15, enroute to Honolulu. Points 
which Mr. Mehrlust will visit include the 
Philippines, Japan, Straits Settlements, 
India, Ceylon, Egypt, Palestine and vari- 
ous countries of Europe. He will return 
some time in July. 


Julius S. Zell, president of Zell Bros., 


retail jewelers of Portland, Ore., was in 
New York recently while on -a ’round- 
America tour with Mrs. Zell. He left 


Portland on March 10, traveled east by 
train, stopping off at the principal cities 
on the way. On April 4 he embarked 
from New York for the Panama Canal, 
on the Pastores, making the trip back to 
Oregon via the Pacific Coast. Mr. Zell 
will be home in Portland on May 10. 


A patent suit was started April 4 in 
the United States District Court at 
(Turn to page 102) 
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DIALS won 
AND CLOCK 
REFINISHED LIKE NEW 
HIGH GRADE EUROPEAN METHOD 
24 Hour Service 
Write for Price List 


ROYAL DIAL @& REFINISHING co. 
116 Nassau St.. New York, 


| 
CHINESE GEMS CO, 


JADE 

















Rosequartz Turquoise 
Amethyst Lapis 
Carnelian Crystals 





Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 


WATCHES IN LEATHER 
De Frece WatcH Co., INC. 


48 West 48th St., New York 














Are you going to MOVE? 
Complete Facilities to Move 
Your Entire PLANT 
S. KRASILOVSKY & BRO., Inc. | 
Safe and Machinery Movers 
New York City | 





216 Centre St. 
Tel. CAnal 6-2505 


We Also Buy and Sell Safes 


po 


Jewelry of Description 
and SILVERWARE 


Solky Bros., Inc. 


142 Fulton St., New York 


EXPERT REPAIRS 


SI LVERBWASBE 


Greatest Care Given to Heirlooms 
No job too small or too much trouble 


CURRIER & ROBY 77,5, °e" 2 


Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & C6., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 


Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day received 


U. $. Watch Dial Mfg. Corp. SW Yon 
































Learn 
JEWELRY DESIGNING 


Thru Correspondence Course 
Conducted by Well-Known Authority 
For Retailers—Salesmen—Manufacturers 


Cc. A. JAKOBB 
37 W. 47TH ST. NEW YORK 














Announcing 
OUR REMOVAL ON MAY Ist TO 
608 FIFTH AVENUE 


NoRMAN M. Morris 
INCORPORATED 





TA HUA CORPORATION 


Best Values-—Largest Assortment 


CHINESE JADE 


Also Lapis, 


Turquoise, Carnelian 


Amethyst 
Wholes 


ale Suppliers to the Jewelry 
Pi 


Trade 
for Compacts, 


Access 


DIRECT IMPORTERS 
48 West 48th St. New York 


Smokers’ 
ories, Bags 


Stones 








KRONER, HYMAN & CO,., Inc. 


STONE SEAL ENGRAVING & ENCRUSTING 
COATS OF ARMS AND CRESTS 
LAPIDARY WORK 


JOBBING STONES 
80 Nassau St. 


New York City 





Silver repairing and refinishing. 


Vanity, Cigarette Cases and Bag 


Frames our specialty. 


Established over twenty-five years. 


CHARLES GRABHORN 4 Washin ton Place 


NEW 
The Gift To Her Fiancé 
THE STAR SAPPHIRE RING 








Gems of Fasacinatian 


LOUIS N. MARX 
551 Fifth Ave. New York 


Tel. MUrray Hill 2-8888 





WatcH MATERIALS for all 
American & Swiss Watches 
Special Watch Parts Made to Order 
Fine Watch Repairing for the Trade 
INTERSTATE WATCH Co. 
80 Nassau St. New York, N. Y. 











ele) Boy NE Re) > 


FOR ALL COLORS AND KARATS 
FOR PLATE , WIRE OR CASTING 


‘eje} Ea) SOLDER ALLOYS 
SPECIAL ALLOYS FOR ENAMELING GOLDS 


_ H.HENRICH, INC. 





New York Notes 
(From page 101) 


Brooklyn on the complaint of the Wreal 
Cravat Holder Co., Inc., against Lordd’s, 
Inc. The complaint charges infringe- 
ment of a patent issued to Amsy L. 
Wurster of Philadelphia for cravat 
chains and asks for the usual injunction 
of accounting and damages. The Baer 
& Wilde Co., Attleboro, are said to be 
the exclusive licensees under the Wurs- 
ter patent. 


Albert O. Osterwald formerly of May- 
ers, Osterwald & Muhlfeld is now in 
business at 542 Fifth Ave. 


The business of J. F. Fradley & Co., 
Inc., one of the first of the silverware 
manufacturers to establish in New York 
City, was liquidated at auction sale on 
March 28 by Arthur Albert. A common 
law deed of trust was executed shortly 
before the sale. The proceeds were 
divided equally among the creditors. 
The Fradley company, founded about 40 
years ago, manufactured sterling flat- 
ware and novelties and gold and silver 
trophies. Goldman & Frier, 15 Maiden 
Lane, were attorneys for the creditors. 


The name of Mayers, Osterwald & 
Muhlfeld, importers of pearls, 527 Fifth 
Ave., has been changed to Mayers & 
Gordon, Inc., as of April 10. Albert O. 
Osterwald withdrew from the firm April 
1 and Edward H. Muhlfeld retired April 
10. The officers of the corporation now 
are: Sylvester Mayers, president; Ro- 
land G. Monroe, vice-president and Wm. 
T. Gordon, secretary-treasurer. Mr. 
Gordon has been connected with the com- 
pany for the past eight years. 


to return two rings worth $5,600 which, 
it is alleged, he obtained on memoran- 
dum from Benjamin Kopschuck, 62 W. 
47th St., was arrested early Sunday morn- 
ing, April 14, by Detective Naughton of 
the West 47th St. station. He has a 
police record showing that he has served 
time in Elmira Reformatory and in an 
Easton, Pa., jail. Trial is set for some 
time in May, with Assistant District At- 
torney John Greene prosecuting attorney. 
The Jewelers’ Memorandum Bureau is 
assisting in the preparation of the State’s 
case. 

Meyer Weinstein, of S. Weinstein, 
manufacturing jeweler, 106 Fulton St., 
who had pleaded guilty to a charge of 
failing to affix a trademark to a platinum 
watch case stamped with a quality mark 
of platinum as required by law (Section 
1637 Penal Law), was fined $25 in the 
court of Special Sessions on March 15. 
In view of the fact that it was shown 
in court that Weinstein had taken the re- 
quisite steps to register a trademark, and 
gave assurance that in the future all ar- 
ticles would be properly trademarked and 
stamped, the misbranding charge against 
him was dismissed. 

George H. Silver and Abraham B. Wills, 
New York City, trading as the Creon Co., 
jewelry distributors, of New York, have 
made a stipulation with the Federal Trade 





(Turn to page 103) 
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THE HOUSE OF JADES 


Mortimer B. Kling 
JADE 


Necklaces —- Pendants 
Bracelets - Earrings 
Rings - Clips 
65 Nassau St. New York 














Edward Herbert, charged with failing 





farker..™. 


Micro-Synchronized Balance—Timed by 
Western Union-Naval Observatory Time 


PARKER WATCH CO-580 FIFTH AVE-N.Y. 











with Sterling Silver Bands 
and 50 Letters Engraved 

Complete $7.50 
SEIFERT’S MONOGRAM SHOP 
114 W. Baltimore St., Baltimore, Md. 

















Manufacturer of 


MOUNTINGS 


To Wholesalers 


LOUIS KOPPEL 


126 Maiden Lane, New York 














SHIP YOUR 
SWEEPS and POLISHINGS 


FILINGS, OLD ACID, WASHINGS 
TO US FOR PROMPT RETURNS 


GOLD—SILVER 
PLATINUM 


BOUGHT & SOLD 


JEROME REFINING CO. 
| E. FORDHAM RD., BRONX, N. Y. 
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New York Notes 
(From page 102) 


Commission in which they have agreed 
to discontinue distributing to customers 
and prospective customers advertisements 
of large and favorably known department 
or jewelry stores featuring products of- 
fered for sale by these stores so as to im- 
ply that Silver and Wills have sold or 
shipped such jewelry to the stores whose 
advertising matter they had appropriated. 
The co-partners also have agreed to stop 
using on their letterheads or other printed 
matter the words “manufacturers” and 
“factories” along or with other words so 
as to imply that Silver and Wills manufac- 
ture the products they sell or that they 
own or control a factory. They also have 


PLS Tor 


REGISTERED U.S. PAT. OFFICE 


THE BEST PROCESS 
for covering OLD STYLE 
WEDDING RINGS with 
WHITE GOLD, YELLOW 
GOLD, GREEN GOLD or 
PLATINUM. 


Extra heavy shell used. 








Before After 


GUARANTEED TO LAST A LIFETIME 
Net Price List 


18K, White Gold Overlay ‘aa 
Width Top Only Top & Sides Top & Sid 
2) M/M $2.75. $3.75. $5.25. 
3M/M ..... $3.00 $4.00 $5.75 


Above prices include chasing with our Standard 
Orange Blossom Design 
Special Designs, Slight Additional Charge 
HARRY RAEBURN 
Successor to Charles M. Levy & Son, Ine. 


40 West 48th St., New York 





woe protected 


U. s. Patents A nnouncing 


THE STERLING 
RING GUARD 


in lacquered Sterling 
silver. A popular priced 
addition to our Protec- 
tion Ring Guard, 14-kt. 
gold. 


One doz. on card of assorted usual sizes. 


The Lion Safety Pin Clutch Co., Inc. 
20 W. 22nd St., New York, or Jobber 











ROUGH OPALS 


DIRECT 
Large Da Parcels in 50 or 100 





ez. Lots ay —_ te $10.00 
Also Black Opals. sand Collectors 
Specim 
Write for i Lists 
N. H. SEWARD 457 Bourke 8t. 
Melbourne, Australia 
WE OFFER 


the license of fabrication of the Patent 
U.S.A. No. 1,845,430 device for UN- 
BREAKABLE WATCHES, adaptable on 
every nema ee. 


GARE JEWELERS" "CIRCULAR. ‘KEYSTONE 
39th St., New York 











FROM AUSTRALIA | 








Refining of 
Precious Metals 





NEWARK, NEW JERSEY 
91-3 E. Kinney Street Market 2-5176 
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CLINTON REFINING cO., INC, 











agreed to abandon improper use of the 
word “importers.” 

The New York Hobby - Collectors’ 
Show, held at the Pennsylvania Hotel, 
April 15 to 20, offered several exhibits 
of interest to jewelers. The Stephen 
Varni Co., dealer in cut precious stones 
and rough minerals, showed a large col- 
lection of gems and semi-precious stones. 
A lapidary was on hand in his booth to 
demonstrate the actual cutting and polish- 
ing of rough material. Especially inter- 
esting was the exhibit of fluorescent 
minerals which was part of Mr. Varni’s 
display. Ward’s Natural Science Estab- 
lishment, Inc., also exhibited an interest- 
ing mineral collection. Miss Ruby A. 


Johnson, 40 W. 48th St., originator of 
hand-made jewelry in sterling silver, 
exhibited some of her modern designs 


and pieces. Alexander F. Mitchell, of 
Anthony Espositer, lapidary, displayed a 
collection showing examples of all the 
important gem stones, including several 
star sapphires of unusual quality. 


At the monthly meeting of the Horo- 


logical Society on April 2, six associate | 


members were added to the membership 
rolls. This degree of membership in the 
society includes those concerns and in- 
dividuals in the various branches of the 
industry whose interests are closely allied 
with those of the watchmaker and who 
desire to assist in the work of the Society 
by giving it moral and financial support. 
The associate members accepted at the 
April meeting are: Patek Philippe & Co., 
Inc., the Concord Watch Co., _ Inc., 
Movado Watch Agency, Inc., A. Witt- 
nauer Co., Inc., M. J. Lampert & Sons, 
Inc., and John J. Bowman. The clock 
for international time which has been 
patented by Herman H. Schlacht, of 
Cartier & Co., was on display during the 
meeting. ‘The members were impressed 
by the simplicity with which it records 
the time of all parts of the world. The 
technical club meetings, it was decided, 
will in the future be held on the second 
and fourth Friday of each month. 





Jewelers’ 24 Karat Club Golf Outing 
to Be Held June 11 


At the monthly meeting of the Jewelers’ 
24 Karat Club of New York, held April 
17, at the club rooms, 608 Fifth Ave., 
announcement was made that the Spring 
outing or golf tournament of the club will 
be held June 11, at the Quaker Ridge 
Golf Club, Mamaroneck, N. Y. This 
was brought out in the preliminary re- 
port by Sigmund Cohn, chairman of the 
committee. 

President Lamont conducted a brief but 
interesting session in which the principal 
reports outside that of Mr. Cohn were 
that of Treasurer Reichman and Fred 
Croselmire, chairman of the Beefsteak 
committee, recently held, which proved to 
be one of the largest and most interest- 
ing that the club has enjoyed. His re- 
port was followed by a motion to thank 
Mr. Croselmire and his committee for 
their excellent work. 

Two new members recommended by 
the directors were admitted by the club, 
and one resignation was accepted. 
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LOUIS WATCH CO., Inc. 
Special Spring Styles 
LADIES 





7 Jewel 10 +3 rolled gold plate $7.5@ 
15 Jewel 10 K rolled gold plate 9.25 


GENTS 





7 Jewel 10 K rolled gold plate $7.50 
15 Jewel 10 K rolled gold plate 9.25 


LOUIS WATCH CO.., Inc. 


116 Nassau Street, New York 
Factory: Bienne, Switzerland 























WE PAY 


80.68 per Dwt for 10 KARAT Gold 
05 se “se iy 14 “ “ 


1.22 “ “ “ 18 “ “ 
1 48 “ “ oe 22 “oe “ 


Weight and Karat Test Guaranteed 
STERLING SILVER, 60c oz. 
SWEEPS, FILINGS 
GOLD F ILLED FILLED SCRAP 


Your lot accurately ately valued, reported, 
and held for your O. K. 


SLOVES & KRAMER, INC. 


ASSAYERS @ REFINERS 


149 Canal St. NEW YORK 
ES 














DIAMOND 


SCHICKSNAPS 


GOLD 


PLATINUM 


CULTURED 
PEARLS 


HARRY ¢. SCHICK, INC - NEWARK, N. J. 





woonD 
WATCH CASES 
Made to Order 


EDWIN A. NEUGASS 


212 E. 40th St. New York 


RING FINDINGS 
ASSEMBLED 


Quotations on request 
A. W. MAYER & CO., INC. 
36 W. 47th ST. NEW YORK 




















WHERE TO BUY, 





TongueTyed' 


BRACELET PATENTED 





Also Makers of Men’s Buckles and Sets 


Cc. A. MARSH & CO., Ine. 


ATTLEBORO, MASS. 








DINIKS 


2K STREET 


STERLING 


BOSTON, MA‘ 











26 Perkins S8t., 


Show customers 


your diamonds in 
brilliant colors as they actually are 
in stones, through our 


JEWELERS MICROSCOPE 
THE FRANK HEITZLER ©O., Inc. 


Jamaica Plain, Mass. 
We make Agfa slides in colors 








CONCORD 


Silversmiths 


cS 


— 


CONCO 


EW HAMPSHIRE 


AE 


—Sanhkee (ipper 





EUREKA MFG. CO. 
rAUNTON, MASS. 


SILVERWARE 
approved 
Leading Manutacturers and Retailers 


Sa miple s 


VWalce 
BAGS 


rs of 


f 


AND ROLLS 


and used bys 


on Request 








Massachusetts School of Optometry 


INCORPORATED 


Standard Three-Year Day Course 
Post Graduate and Special Courses 


For further information address: 


1114-1118 BOYLSTON STREET 


Arranged 


Boston, Massachusetts 





ANCHESTER 


SILVER 


PROV 


DENCE 


COMPANY 


RHODE ISLAND 








Donald LeStage has been elected one 
of the Board of Selectmen of North Attle- 
boro. 


Mr. and Mrs. Morgan W. Rogers have 
returned to their home in this city after 
several weeks’ stay in Bermuda. 


F. Taillard is now in charge of the 
watchmaking department of S. Colitz, 
3 Broad St., Pawtucket. 


Mr. and Mrs. Wallace D. Kenyon of 
Attleboro have been. enjoying a stay at 
their hunting lodge near Warrenton, Va. 


Frederick B. Thurber, of Tilder- 
Thurber Corp., has returned from a 
business trip to Europe. 


Armand Guertin, Arctic, furnished the 
graduation rings for the pupils of the 
Coventry High School and of the West 
Warwick Junior High School this year. 


The Foster Jewelry Co., Inc., 80 Baker 
St., this city, is opening a New York 
office to be in charge of Harry C. Foster 
and Sydney Rubin. 


Arthur Henius, for a number of years 
engaged in the stone business, and since 
the inauguration of NRA its head in this 
city, has resigned and is now chairman of 
the State FHA. 


Bertha V. Lederer and Philip C. Joslin 
have been appointed by the Municipal 
Court as executors of the estate of Sig- 
mund L. Lederer, under personal bond of 
$500,000 each. 


Decision for the plaintiff,in a suit on a 
disputed book account in Sixth District 
Court was given The Uncas Mfg. Co. for 
$127.92 and costs against the Imperial 
Pencil Company et al. 


Jonas Goldberg, a member of the man- 
ufacturing jewelry concern of the Gold- 
berg Mfg. Co. at 117 Point St., was found 
dead in the office of the plant on the 
morning of March 30. 


H. J. Sanders Brass Fittings Co., 27 
South Desplaines St., Chicago, has been 
appointed representative in that territory 
of the T. W. Lind Co., jewelers’ findings 
of this city. 

The LeStage Mfg. Co., North Attle- 
boro, recently sent gold lockets suitably 
inscribed with their respective names to 
the famous Dionne quintuplets. A letter 
of thanks has been received from the 
parents of the children. 


A bill has been passed in the Rhode 
Island General Assembly which would 
prohibit the employment of women and 
minors in any industry at night, and re- 
strict women’s work to 48 hours and 
children’s to 40 hours a week. 


Tieman’s, Inc., has been granted a 
charter under the laws of Rhode Island 
to conduct a jewelry store in Providence. 
The authorized capital consists of 100 
shares of common stock of no par value. 
The incorporators are: Michael Tieman, 
Herbert Tieman and Roland C. Block. 
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PROVIDENCE: 


Happenings in the New England Territory 








Forcing a window at the second floor, 
thieves broke into the metal findings shop 
of Charles F. Sullivan at 107 Friendship 
St. on April 11 and escaped with 75 
Ibs. of white metal valued at $40, and 
a number of jewelers’ tools valued at $25, 


Joseph J. Cunningham has been con- 
firmed by the United States Senate as 
Collector of Customs for District No. 5, 
with headquarters at Providence. He 
succeeds Emery J. San Souci, collector 
since 1923. 


Grover C. Richards, president of the 
Watson Company, Attleboro, manufac- 
turer of sterling silverware, has an- 
nounced the purchase of The Watson- 
Briggs, Attleboro, manufacturer of ster- 
ling silver and cloisonné toilet ware, 
specialties and novelties. 


In registering a protest against some 
imported Japanese jewelry, Geo. H. 
Fuller & Son Co., Pawtucket, say that the 
low prices at which this merchandise is 
sold in our chain stores is hurting Amer- 
ican made products, and is responsible 
for considerable unemployment, _ short 
hours, etc., to such concerns that have — 
formerly made up this class of merchan- 
dise. Some concern, this company claims, 
has even gone so far as to copy one of 
the dress clip backs, which is fully pro- 
tected by a patent. The company im- 
mediately notified the importer, request- 
ing him to recall all samples and 
merchandise he had distributed, which. 
he claims he has done. The Fuller dress 
clip back is stamped with the patent num- 
ber, whereas the infringing clasp is 
stamped “Made in Japan.” 


UNREDEEMED 


ELGIN and 
WALTHAM 
WATCHES 


Open Face 
7 Jewel, 16 Size 


$4.00 


(With new White 
Fancy Engraved 
Case. 


Same in 15-Jewel 
$5.00 





Same in 17-Jewel 
$6.00 





Same in 12 size, Lt Pree $4.00 
with a beautiful i 15-Jewel ....... 5.00 
Fancy Silver Dial SF-JOWE  ccccice 6.00 


Also fine umredeemed Railroad 
Watches similarly priced. 


25% with order, balance C. O. D. 
Cash Buyer of Unredeemed Pledges 


PAUL ROSENBERG 


5 South Wabash Avenue, Chicago 
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HYMAN N. CAPLAN 
. ESTABLISHED 1916 
MANUFACTURING JEWELER 
SPECIAL ORDER WORK & REPAIRING 
FRATERNAL JEWELS 
OFFICIAL BADGES 


740 Sansom St. Philadelphia 








BOWMAN 
Technical School 


Courses for Success for 
| Watchmakers 

—= Engravers, Jewelers 
Write for free book ‘‘Your Future and Our School.” 


JOHN J. BOWMAN, Director 
B Bidg., | ter, Pa. 




















BYARD F. 


a 
BROGAN 
Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 
Philadelphia 


805 Sansom Street. 








We Are Authorized 
Distributors for 
TELECHRON & REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL PRODUCTS 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


We fill orders for these items in the 
Rotation as Received 








owen College of Horelogy 


SCHOOL FOR WATCHMAKERS 

al ne JEWELERS AND ENGRAVERS 

\e/eou, Broad and Somerset Streets 
@©7 = PHILADELPHIA, PA. 


















269 So. 9th St. 





THIMBLES — TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 


Philadelphia 





117 So. 10th St. 


DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
Rings for Nearly a Century 


ALFRED HUMBERT & SON 
Philadelphia 











WATCHMAKER - JEWELER - ENGRAVER 
JOHN C. BAIR 


Established 1913 


119 East Chestnut St. 
LANCASTER, PA. 


ALL WORK IS GUARANTEED 
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PHILADELPHIA 


The Sansom Street Business Men’s 
Association will hold its 23rd annual 
banquet, Thursday evening, May 9, in 
the Crystal Ballroom of the Adelphia 
Hotel and a large attendance is assured. 


Louis C. Crothers, for the past 45 
years with the John Wanamaker Store, 
died suddenly April 6, at his home, 1430 
S. 51st St., Philadelphia, after a six 
weeks’ illness. 


L. L. Dudevoir, of Byard F. Brogan, 
left April 22 on a month’s trip through 
New York State and New England. 
William E. Mumler of the same firm is 
now on an extended trip through the 
South. 


The American Brush Manufacturers’ 
Association, Philadelphia, has applied to 
the United States Tariff Commission for 
an increased duty on ornamented toilet 
brushes, mounted or fitted with gold, sil- 
ver or platinum, or wholly or partly plated 
with gold, silver or platinum, whether or 
not enameled. 


Joseph B. Bechtel of Joseph B. Bechtel 
& Co., Inc., 729 Sansom St., celebrated his 
70th birthday in his natal town, Boyer- 
town, Pa. in company with Mrs. 
Bechtel. Mr. Bechtel who has been in 
the jewelry business for over 52 years, 
is one of the best known wholesale 
jewelers in the country. 


Charles Neiderman, who has been con- 
nected with Clayton’s, Inc., Jewelers, for 
the past four years is opening a jewelry 
shop of his own on May 1, at 1 N. 13th 
St., which will be known as the Lu-Belle 
Jewelers. He is a brother of Morris 
Neiderman, jeweler, 3656 Germantown 
Ave., and Samuel Neiderman, jeweler. 





N.R.A.’s Announcement as to the 
Wholesale Jewelry Trade Code 


WasuHinctTon, D. C., April 15—In con- 
nection with the wholesale jewelry trade 
code authority, NRA has announced that 
it is “a division of the wholesaling or 
distributing trade—that the present tem- 
porary code authority has been author- 
ized to serve ‘until the final recognition’ 
of a duly elected divisional code author- 
ity, but in no event to serve after 
June 16.” 


PHILADELPHIA, Pa., April 17—In speak- 
ing of the reports that were circulated 
after the announcement of the above 
news from Washington, George A. 
Fernley, secretary of the National Whole- 
sale Jewelers’ Association, said that the 
rumors were incorrect and there was no 
reason to think that their code authority 
or other code authorities are to be wiped 
out and the trades controlled by the 
general code. 

“Under the present act,” said Mr. 
Fernley, “the NRA cannot authorize any- 
thing beyond June 16, 1935, as this is 
when the law expires. Senator Harrison 
has introduced an administration bill 
extending the NRA for two years and 
after this is done, it will then be legal 
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for the NRA to take any action which it 
deems advisable.” 

Mr. Fernley expressed the personal 
opinion that the various codes in the 
jewelry trade will be continued under 
the new act substantially as they are now 


operating. 





Qualifying Certified Gemologists 


The following jewelers have recently 
passed examinations for the use of the 
title “Qualifying Certified Gemologist” : 

Ervin Christianson, Jeweler, Port 
Washington, Wis.; Nolte C. Ament, 
Geiger & Ament, Louisville, Ky.; Louis 
Esser, of Louis Esser Co., Milwaukee, 
Wis.; Henry Snyder, of Louis Esser Co., 
Milwaukee, Wis. 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








COOPER 


BROS., INC 
MANUFACTURING JEWELERS 


SPECIAL ORDER" WORK—REPAIRING 
711 SANSOMST. PHILADELPHIA 











CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON Piitaberenia 


Z IRNKILTON 














COMPLETE ASSORTMENT OF 
MOUNTINGS 


IN GOLD AND PLATINUM 
TO FILL — REQUIREMENTS 


Ne ee onivwr tee oa 
DIAMONDS 
PRECIOUS 
AND 
IMITATION 
STONES 


735 WALNUT ST., PHILADELPHIA 





OB BERS 











OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awalting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 

















WHERE TO BUY 








WOLFSON & GRAU 
Manufacturing Jewelers 
Our Specialty 
Diamonn Sertine ano Speciat Orver Worx 
Warcu ano Jewexry Repairing 


Eweravine ano Carvine of Au Kinos 
A.so Stampine of Leatner Goons 


416 CLARK BUILDING 


1918 PITTSBURGH, PA. 1935 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successors to Heeren Bros., Company 





140 8TH ST., PITTSBURGH, PA. 








JEWELERS’ SUPPLIES 
DISTRIBUTORS 
of 


Elgin, Waltham, Hamilton, Illinois, How- 
ard, Bulova, & Gruen Genuine Materials. 


V.T.F. Watch Crystals B.B. & K.K. 
Brands—Fancy Crystals. 


Fancy & Round Unbreakable 
Crystaloids. 


MARTIN GLUCK & SONS 
718 Penn Ave. Pittsburgh, Pa. 


P. B. U. 

















APPROVED WHOLESALE 
DISTRIBUTORS OF 
INTERNATIONAL 


SILVER COMPANY 
PRODUCTS 


ALSO COMMUNITY SILVER 
By Oneida, Ltd. 





WE SERVE THE 
TRI-STATE DISTRICT 
PROMPTLY AND EFFICIENTLY 





THE 


SAMUEL WEINHAUS 
COMPANY 
720-122 PENN AVE., PITTSBURGH, PA. 











Gus Bastheim, president of the Henry 
Wilkins Co., has returned from a vaca- 
tion spent in Florida. 


E. H. Schaefer, retail jeweler of 
Beaver Falls, Pa., has returned from a 
vacation spent in Florida. 


Wallace Miller, of Wallace Miller & 
Bros., Uniontown, Pa., has been spend- 
ing a vacation in Florida. 


S. H. Vatz, Frankstown Avenue 
jeweler, has been conducting an auction 
sale. 


Max Unger, Liberty Avenue retailer, 
has just opened a new optical depart- 
ment. 


Dr. A. A. Herring is now associated 
with the East End store of the William 
J. Kappel Co., credit jewelers. 


William P. Brennan, Mt. Oliver 
jeweler, has returned from a _ vacation 
spent in the South. 


Louis Grillo held a formal opening of 
his new store, 6 Otterman St., Greens- 
burg, Pa., Saturday, April 20. 


Howard D. Schaeffer, vice-president of 
the Elgin National Watch Co., Chicago, 
was a recent Pittsburgh visitor. 


Morris Colker of Colker Bros., whole- 
sale jewelers in the Clark Bldg., is mak- 
ing an extended road trip for the firm. 


Norbert A. Bronner has opened a new 
store at 566 N. Homewood Ave., for 
jewelry repairing, engraving and fine 
watchmaking. 

Bert Biggard and Carl Levine of Big- 
gard & Company, Inc., Clark Building, 
have been calling on the trade in the 
Ohio and West Virginia, territory and 
booked excellent business. 


H. S. Wherrett, president of the Pitts- 
burgh Plate Glass Co., has announced 
an additional program for plant expan- 
sion, making a total of $4,580,000 to be 
spent on plant improvements this year. 

Ernest B. Zarski, retail jeweler at 736 
Braddock Ave., Braddock, Pa., has 
moved his place of business to 625 Brad- 
dock Ave., where he enjoys larger quar- 
ters. 


A formal dinner-dance, attended by 
jeweler-optometrists, was held in the 
Norse Room of the Fort Pitt Hotel, April 
26, by the Pittsburgh Optometric Asso- 
ciation. 


Charles Edwin Jackson, aged 60, presi- 
dent of the Warwick China Company, 
Wheeling, W. Va., died suddenly at his 
home, April 12, following a heart attack. 
He is survived by his wife and one 
daughter. 


Emil Freyer, president of the Samuel 
Weinhaus Co. and member of the 
National Wholesale Jewelry Code 
Authority, has returned to his office fol- 
lowing an operation recently at the Alle- 
gheny General Hospital. 

(Turn to page 107) 
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PITTSBURGH: 














GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 

















POPULAR PRICED 
JEWELRY 
e 


LARGE VARIETY OF 
WHITE AND COLORED 


BRACELETS 
EARRINGS and CLIPS 


* 
LADIES’ PURSES 
a 


LARGE ASSORTMENT 
OF COMPACTS 


M. BONN COMPANY 


713 PENN AVE. PITTSBURGH, PA. 














BIGGARD & CO., INC. 


3RD FLOOR, CLARK BLDG. 
PITTSBURGH, PA. 


Complete Line 
FINE JEWELRY 
DIAMOND MOUNTINGS 
DIAMONDS 
SILVERWARE 
1847 AND WM. ROGERS & SON 
COMMUNITY AND TUDOR PLATE 
INGERSOLL 
WESTCLOX 
SETH THOMAS 
HERSHEDE 
G.E. ELECTRIC CLOCKS 


Prompt Service 
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Pittsburgh Notes 
(From page 106) 


Pittsburgh was well represented at the 
convention of the United Horological 
Association of America in St. Louis, 
April 25-27. Among the watchmakers 
attending were George Neisslein, J. J. 
Jasick, Jr., Phil Sommer and Marco 
Maglietto, Washington, Pa. 


Pittsburgh jewelers were sorry to learn 
of the death of Clifford R. Gardinor, 
president of the International Silver Co., 
who died April 6 in a Meriden, Conn., 
hospital. He was formerly an official of 
the Westinghouse Electric & Manufac- 
turing Company of this city. 

Francis A. Keating, president of the 
Grogan Co., Sixth Ave. and Wood St., 
has returned from New England and 
New York where he visited members of 
the trade. Mr. Keating reports a much 
better feeling and also improved busi- 
ness among the New England jewelry 
manufacturers. 


Mrs. Nelle Heeren Brown, widow of 
Alton Brown, who died March 17, in the 
Pittsburgh Hospital, disposed of an 
estate valued at $51,000, which is to be 
divided equally between her two chil- 
dren. She leaves three brothers, for 
many years actively identified with the 
jewelry trade of Pittsburgh. 


John M. Roberts III of the John M. 
Roberts & Son Co. reports rather satis- 
factory trade at the present time. The 
Saturday business, particularly in wed- 
ding and engagement rings and watches, 
has been especially gratifying although 
the Easter business, generally, has been 
somewhat disappointing because of the 
unseasonable weather. 


A joint meeting of the members of the 
local wholesale and retail code authori- 
ties was held in the Law and Finance 
Building April 17. The purpose of the 
meeting was to exchange views and dis- 
cuss ways and means of eliminating 
abuses in the retail trade. The question 
of retail-wholesaling was discussed at 
considerable length. 


Miss Mary Jane Rowley, secretary of 
John M. Roberts & Son Co., Wood St., 
has been ill for some weeks in an Atlan- 
tic City Hotel. Miss Rowley, who is 
buyer and manager of the silverware 
department, developed an infection while 
traveling through the South, and accord- 
ing to a member of the firm, it may be 
some time before she will be able to 
leave Atlantic City. 


Paul S. Hardy, president of the Hardy 
& Hayes Co., Wood St. and Oliver Ave., 
has been appointed ‘by the local Retail 
Jewelry Code Committee to cooperate 
with, the Retail Merchants’ Association 
of Greater Pittsburgh, representing more 
than 100,000 employees, in opposing the 
proposed state sales tax on merchandise. 
The jewelers are bombarding their state 
senators and representatives with letters 
and postal cards in opposition to the tax. 


N. P. Landay, a former member of the 
firm of Light & Landay, Pittsburgh, and 
later associated with J. H. Gross of 
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Cleveland, and David Finn, formerly of 
R. S. Robinson & Co., Inc., Pittsburgh, 
have organized the firm of Landay & 
Finn with offices at 415 Clark Building. 
They will specialize in a general line of 
jewelry, selling as wholesalers only to 
the retail jewelry trade. The formal 
opening was scheduled for May 1. 


Louis Melnick, formerly of Melnick & 
Haase, is now operating under his own 
name at 402 Clark Building where he is 
specializing in diamond rings, diamond 
mountings and wedding rings, in plati- 
num and gold. Mr. Melnick held open 
house on April 1 and quite a few mem- 
bers of the trade from out of town called 
to pay their respects. There were many 
floral tributes. Herbert Haase is now 
situated at 404 Clark Building where he 
has very attractive quarters. 


A. E. Foster, Fremont, Ohio, watch- 
maker, is winder of the town clock and 
keeps it in good order. It was, there- 
fore, a shock to Foster’s constituents re- 
cently when the clock struck at 6:41 a.m. 
and continued a raucous monologue for 
an hour and a half. Then somebody 
up. There was Foster leaning 
out of the belfry. He hushed the clock 
and made the man below understand he 
was locked in. A small boy had pushed 
the trap door shut as a joke, it is be- 
lieved. 


The selling price of semi-porcelain 
and chinaware will be advanced to pay 
an 8% per cent wage increase to 10,000 
union ceramic workers during the next 
18 months, the United States Potters’ 
Association announced April 8, after 
signing a new scale with the National 
Brotherhood of Operative Potters. The 
new wage scale, which will be operative 
until Sept. 30, 1936, assures peace in the 
pottery industry. The agreement restores 
to within 1 per cent the 1929 wage scale, 
President James M. Duffy of the brother- 
hood declared. It also boosts the total 
advances to 22 per cent since the accept- 
ance of two pay reductions in the six- 
year interim. 





Diamonds and Gem Imports During 
February 


WASHINGTON, D. C., April 14—Imports 
of diamonds during the month of Febru- 
ary have just been reported by the De- 
partment of Foreign and Domestic Com- 
merce to have reached $1,211,530. Of 
this amount, the rough diamonds 
amounted to $203,154 and the cut and 
unset diamonds, $1,008,376. Belgium sent 
us the bulk of both the cut and rough 
stones. 

During the same month we imported 
pearls of $30,071; rough precious stones, 
$194; cut precious stones, $112,731; imi- 
tation gems, $100,280, imitation opaque 
gems and imitation pearls, $1,390. 





New York Legislature Passes Bill to 
. Permit Contracts Covering 
Retail Prices 

ALBANY, N. Y., April 18—With the ad- 
journment of the New York Legislature, 
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announcement was made that among the 
bills passed was the Feld-Crawford 
Trade Mark Bill which had been urged 
by small storekeepers and opposed by the 
larger houses, particularly department 
stores. This bill was passed by the 
Assembly, yesterday, by a vote of 93 to 
19. It had previously been passed by the 
Senate and now goes to the Governor. 

This measure has been spoken of as 
the “Capper-Kelly” Bill for New York 
State, inasmuch as under it owners of 
trade marks within New York State are 
authorized to write into their contracts 
with firms within the state (whether dis- 
tributor or retailer) the fixed price at 
which the article may be sold at retail. 

The bill has been pushed hard by the 
drug industry and has been backed by 
retail jewelers and their associations who 
with those of other industries will peti- 
tion Governor Lehman to sign the 
measure. 





Col. Louie Rosenberg, successor to 
Rosenberg Bros., 110 S. Limestone St., 
Lexington, Ky., has returned from a 
several weeks’ business and pleasure trip 


to Miami, Fla. 















PITTSBURGH 


Seeks Your Patronage 
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GOLD and SILVER 
Scrap and Wastes 
PURCHASED 


Highest cash rates, by assay 
or over the counter. Get 
cash for your scrap promptly. 
This is the only complete 
gold refinery operated in this 
section of the country. 


GOLD, SILVER, PLATINUM alloys 
and KARAT GOLDS, etc., furnished. 








co 


* Clark Building 


ANY 


Pittsburgh, Pa. * 

















WATCH MATERIALS 
JEWELRY SUPPLIES 
° 


We carry a complete stock of 
VTF—BB—KK and GS Watch 
Crystals. 


LANDAW BROS. 
628 Penn Ave. Pittsburgh, Pa. 




















WHERE TO BUY | 











} 
Wuleh, Case Fgbaning Seine 


OUR ee abtant NO MORE THAN 
DINARY WORK 

BE noxme- HECKMAN CO 

29 E. Madison St. 











Wa.E ScuHuMER sé Son, Inc. 
DIAMOND CUTTERS 


44 Wiceoins Brock, Cincinnati. Onto 








Complete Line of 
GENUINE BOHEMIAN 
GARNET JEWELRY 
HENRY KLAAS CO. 

58 E. Washington St. Chicago 











CENTRAL WATCH Co. 
WATCH REPAIRING FOR THE TRADE 


Best Workmanship at Lowest Prices 


Prompt Service 
5 South Wabash Ave. CHICAGO, ILL. 








' SILVER 
CHROMIUME 
REFORE PLATINUM AFTER 


act. | SILVERWARE | 24%: 
Relined | Repaired - Replated | "maint 




















SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Ill. 








Wuen You THINK Or 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 














]_ VALANCES 

cH | An inexpensive way 

“ to improve 

7 i DISPLAY 
WINDOWS 





Send Glass Sizes for 
: | Samples and Designs. 


Camden and Company 


160 N. Wells St. 
CHICAGO 











CHICAGO 


Jewelry News Flashes from the Great Central West 


Louis Sickles, of Philadelphia, was a 
recent vistor to Chicago and Elgin on 
business. 

A. M. Zerweck, of the Zerweck 
Jewelry Co., East St. Louis, IIll., was a 
Chicago visitor during April. 

J. F. Mitten, of Baumle-Anderson Co., 
Burlington, Iowa, called on wholesale 
houses here last month. 

A. E. Irwin, advertising manager for 
the Wm. Rogers & Son division of the 
International Silver Co., Meriden, Conn., 
visited the Chicago office last month. 

Wm. B. Ogush, president of Katz & 
Ogush, Inc. New York, visited their 
Chicago office last month and called on 
members of the trade here. 


B. S. Felvey, manager of the Chicago 
office, and E. M. Shaw, of the Chicago 
office of the International Silver Co., 
spent several days at the home office in 


Meriden, Conn. during April, 


J. T. Montgomery, of M. A. Mead & ' 


Co., accompanied by Mrs. Montgomery, 
went to Florida early in April for a 
month of golf preparatory to the season 


here. 


Burglars smashed the show window of 


the Edward Alberti jewelry store at 
1246 Milwaukee Ave. recently and made 
away with merchandise of a value of 
about $2000. 


L. D. Cohn and Dr. N. O. Taylor, of 
Spyco Smelting & Refining Co., Minne- 
apolis, spent several days in Chicago 
recently on business, and Mr. Cohn 
visited his father who lives here. 

Miss B. Johnson and E. N. Nelson, 
buyers for S. H. Clausin & Co., Minne- 
apolis, spent the week of April 8 in 
Chicago on their spring buying trip. 
From here they went to Providence and 
other eastern markets. 


Horwitz, of the Crescent 
Jewelry Co., Fargo, N. Dak., spent 
several days in Chicago on _ business 
recently. This company also operates 
stores in Sioux City, Iowa; La Crosse, 
Wis. and other cities. 


Isadore 


The Friedman Ring Co., which moved 
to the Pure Oil Building a few years 
ago, has returned to its old location in 
the Heyworth Building on the 11th floor 
with considerably enlarged space and 
have a most efficient office and factory 
arrangement. 


4 


George “. Draeb, Sturgeon Bay, Wis., 
spent severai days in Chicago recently 
buying merchandise for his temporary 
store in that city, which he is operating 
while he erects a new building to take 
the place of the one completely destroyed 
by fire late in February when he lost his 
entire stock. 


The Chicago office of Geo. H. Fuller 
& Son Co. is being moved from the 10th 
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floor of the Heyworth Building, where 
they have been for many years, to more 
convenient quarters on the 9th floor of 
the same building. Arthur Lundquist, 
manager, is rather proud of the new lay- 
out. 


J. Frank Newman, secretary of the 
National Association of Credit Jewelers, 
who recently returned from a_ business 
trip to New York and Washington, 
visited Detroit on April 5 where he ad- 


dressed a meeting of the Detroit Credit 
(Turn to page 109) 





A. E. Phone: Central 540 | 


KRAUSE 


& CO. 
RELIABLE WATCH REPAIRING 


37 South Wabash Ave. CHICAGO 








QUAST & OLSEN 


Manufacturers of Wedding Rings 
and Mountings 


Send your jewelry repairing, diamond set- 
ting, special order work to us. First class 
workmanship, prompt service guaranteed. 


6 South Wabash Ave., Chicago, Il). 























0) Eh pele) ib 
SILVER 


and 


PLATINUM 


in JEWELRY, SCRAP, 
POLISHINGS or SWEEPINGS 


Kilgallon solicits your old jew- 
elry, watch cases, spectacle 
frames and dental appliances, 
also your grindings and sweeps, 
and offers you greater profits on 
these. 


Send us a trial shipment. We 
pay highest prices and will send 
a check the same day we receive 
shipment, meanwhile holding it 
for your approval. You will be 
pleased with Kilgallon’s service. 


KILGALLON & CO. 
31 N. State St., Chicago, Ill. 
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Chicago Notes 
(From page 108) 


Jewelers’ Association on questions of im- 
portance to the trade at this time. 


K. B. Kirk of the Kirk-Rich Dial Cor- 
poration, 315 W. 5th St., Los Angeles, 
Cal., is making a trip through the East 
and will spend several weeks in the Chi- 
cago and Dallas offices. Raoul Frank has 
been added to the staff and will be on 
the road for the company in the Chicago 
and Texas territory. 


E. W. Simmons, W. H. Rudd and H. F. 


POWER 


MAINSPRINGS have to work day 
and night through the years. 


Use “SANDSTEEL” or “INSPECTOR” Brand 
Quality Mainsprings, to 


Safeguard Your Own Work 


Crosscurved construction gives them 
More Power 


WATCH-MOTOR MAINSPRING CO.., Inc. 


145 Hudson St. New York, N. Y 
Patent No. 1,922,92i—8,15,33 























33 1/3% saved by Jewelers 
on Fire Insurance in their own 


company the last 20 years. 
20% saved on Windstorm 
Insurance. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


NEENAH, WISCONSIN 








We Specialize in— 


WATCH REBUILDIN 


Q 








\ 


r \ 
wn 


|] 
| 
j| 





Wy 
\\j 
1 
wy) )))))))) 
v 


= 
— 
i 


Send us old, worn watches and old movements. 
They can be converted into an absolute salable 
condition. They will be repaired, fitted in latest 
designed sport cases with dials to match at 
reasonable prices, as low as $2.25. 


35 years of Watch Repairing for the Trade 


LITTLE WATCH FACTORY 


2 West 47th St. New York 











Where to Buy 


DOMESTIC 
China and Glass 








LENOX CHINA 


~ 


of SERVICE PLATES 
DINNERWARE 
NOVELTIES 
LENOY “ Made in America 
LENOX, INC. Trenton, N. J. 
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Leabhard, all formerly associated with 
May & Malone, and more recently with 
Moore & Evans, have become associated 
to operate the business of Simmons & 
Rudd Co., at 5 N. Wabash Ave., as dis- 
tributors of general merchandise, special- 
izing on merchandise suitable for sales 
contests and prize awards. 


Louis Druck, manufacturers’ represen- 
tative, reported to the police that the lock 
was knocked off the door of his car about 
6 o’clock on the evening of April 17 and 
a sample case valued at $750 was taken. 
Mr. Druck, who makes headquarters in 
the Heyworth Building, had returned 
from a business trip and left the car at 


the curb while he went to his office. 


Wm. A. Landt, watchmaker, aged $4, 
died suddenly at his home in Chicago on 
April 6. For many years Mr. Landt was 
watchmaker for some of the leading 
jewelry houses in this city and about 30 


years ago established his own business. | 


He was at his bench on the twelfth foor 
of the Field Annex Building all day the 


He was taken ill 
that night and died in a few hours. 


Among the 150 business leaders of the 


| Chicago Association of Commerce who 


made the tria) trip to Minneapolis and 
St. Louis on the Twin Zephyrs of the 


Burlington Railroad on April 15 was 
Albert Ellbogen, of Stein & Ellbogen Co. 
The 431 miles were covered in five hours 


and 45 minutes. A luncheon was given 
by the commercial associations of the 
Twin Cities and the party arrived back 
home in the early evening. 

The real ball season in Chicago will 
open on May 1 when the Jewelers’ Soft 
Ball League of six teams play their open- 
ing games at 7th St. and Lake Front in 
Grant Park. President of the League is 
Ray Rust; secretary-treasurer, Dave 
Newman. Following this, games will be 
played at 6 p.m. every Wednesday up 
to and including September 11. Follow- 
ing are the teams and managers: Benj. 
Allen & Co., Inc., L. C. Fay; American 


Optical Co. A. Barrington; A. C. 
Becken Co., W. Zimmerman; Goldsmith 
Bros., Walter Ferrette; International 


Silver Co., J. Slovik; Stein & Ellbogen, 
E. Roseth. 


The Chicago Jewelers’ Association 
annual all-day golf outing to be held on 
June 4, at the Idlewild Country Club, 
promises to be a most outstanding event 
in the history of the association and at 
least a hundred members and guests are 
expected to attend. The Golf Com- 
mittee headed by Tom McMahon has 
plans well in hand and promises loads 
of prizes, good entertainment and plenty 
of fun all day. As a special inducement 
the very low price of $2.50 has been made 
for the day. This applies to members of 
the jewelry trade, whether members or 
guests. A charge of $3.50 will be made 
for guests not in the trade. This fee 
includes ground fees for both morning 
and afternoon, luncheon and _ dinner. 
Idlewild is one of the most attractive 
clubs in Chicagoland and a delightful 
day of golf and goodfellowship is as- 
sured every one who attends. 


109 





J.H. VENON, Inc. 








Where to Buy 
IMPORTED 
China and Glass 


FINEST CRYSTAL 
STEMWARE 


From Sweden and Finland 


AT POPULAR PRICES 


Stock and Import 
104 FIFTH AVE 
NEW YORK 




















THEODORE HAVILAND 
FINE FRENCH CHINA 


English Earthenware 
“GENUINE Ql QUIMPERWARE” 


Al York Stock 
baie oe HAVILAND & Co., ine. 
26 W. 23rd St. New York 











$n 





ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 
Orders | my | senemotiately from 
JUSTIN THARAUD, INC. 
129-181 Fifth Ave., New York, N. Y. 


! Wedgwood Ware | 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 




















English Bone China and 


ROYAL DOULTON 


Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 
WH. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. ew York, N. ¥ 








FINE SK CHINA 
—- the World arog 


le from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave.,New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate Gelivery- Great 
variety of patterns and d 
Wire your urgent 3. 


PAUL A. STRAUB & CO., Ine. 
Importers. 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and’short fines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS — 


EDWARD BOOTE *% NEW © Mtv 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 
Heinrich and Winterling, Inc. 
49 W. 28rd St. New York, N. ¥. 
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WERE PREVIOUSLY 
NEEDED 


NEW YORK CITY 


ONLY THREE SIZES RE- 
QUIRED FOR A PERFECT 
AND SNUG FIT, IN PLACE 
OF THE NUMEROUS SIZES 
FROM !/,” TO 7/6” WHICH 





— 


IN AN ALL METAL CON. 
TAINER WITH PARTITIONS 
AND TRANSPARENT 





COVER 


ae Fit” ADJUSTABLE PATENT SPRING BARS 


TRADE MARK REG. 


SET OF 96: SIZES !/”—54”—3,” $2.00 EACH 


Also in Sets of 50—$1.25 Each 


ORDER THROUGH YOUR JOBBER 


Exclusive Wholesale Distributors 


- U. S. A. 


THIS BOX, WHEN EMPTY, 
WILL BE USEFUL FOR 
MANY PURPOSES! 


HAMMEL, RIGLANDER and CO., INC. 


























37 Years of 
Refining Service 


Precious metals to 
meet requirements of 
jewelry manufactur- 
ers. 








HONEST 
ANDO 


1: Prompt 
> RETURNS FOR z 
YOUR Z 


| Op Goto. / 
“SILVER FILINGS: 
SWEEPINGS./ 
& & 











Producers of 


GOLD-SILVER 


PLATINUM 
and their 
alloys . . 


TB. HAGsToOz & SON 









(Arthur T. Hagstoz) 


REFINERS and ASSAYERS 
709 Sansom St. 
PHILADELPHIA 





——Eersetse 
HOTEL PICCADILLY 





‘““AROUND THE CORNER FROM 69 THEATRES” 


i] | Ke 
fol.a00 Nl 





A Few Blocks to the Mid-Town Jewelry District 


PICK THE PICCADILLY 


and wake up each morning 


FRESH AS A DAISY?! 


Reason: 24 floors... 706 charmingly fur- 
nished rooms (high above the street—your 
assurance of undisturbed slumber). 


Located in the very center of the 7 
most interesting activities. .. 


RATES BEGIN AT $2.50 SINGLE 
—#$3.50 DOUBLE 


Dine & Dance to melodies by Larri—in the 


GEORGIAN ROOM 


Entertainment nightly & Sat. Mat. Luncheon 


SILVER LINING LOUNGE . 


for those ‘‘Jewel’? cocktails! 


45th Street, just West of Times Square 
W. Stiles Koones, Manager 
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ls Your Watchmaker a Producer? 


FORGQLAIC. La 
DEPAR T WEN | 





By John J. Bowman 





N recent issues of THE JEWELERS’ CiIRCULAR-KeEyY- 

STONE there have appeared articles bringing out certain 
aspects of the value of well-managed repair departments 
in retail jewelry stores. Such articles deal with a very 
broad and important subject; and even after much has 
been written upon it, a good deal may remain to be said. 
This paper will bring out several points not covered in 
the previous discussion, and will add to it some things 
that should not be overlooked. 


WatcH-Repair DEPARTMENT PROFITS 


An analysis of the possibilities of profit in conducting a 
watch-repair department shows two directions in which 
profits may be sought. The first is the direct return in 
money, to secure which calls, of course, for the same good 
routine management that is given other departments of 
the business, together with personal efficiency on the part 
of the workmen employed. The second, or indirect, profit 
is to be found in the advertising value of superior repair 
service given to patrons of the establishment. 

This advertising effect of good repair service shows up 
not only in increase of repair business, but even more 
importantly in promoting sales of merchandise. Cus- 
tomers of jewelry stores naturally are impressed that an 
establishment which affords them better service in making 
watches and clocks keep accurate time is the shop whose 
- personnel has superior knowledge of the technical quali- 
ties of various makes and kinds of timepieces. 

Sensible people know that the advertising claims made 
by some manufacturers for their product are, to say the 
least, somewhat overenthusiastic; and that in buying 
watches and clocks, in order to get the best value for their 
money, they must rely upon the retailer’s technical know]- 
edge and on the advice that he can give to the buyer. 
Then what more convincing reason can there be, to lead 
a customer to choose one retailer instead of another from 
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whom to buy a timepiece, than an outstanding reputation 
for ability to make these intricate mechanisms keep accu- 
rate time—not merely to “make them tick” ? 

In this the reputation of the watchmaker in a one-man 
shop, or the composite reputation of the entire shop per- 
sonnel in a large establishment, can be distinctly personal 
and professional, like that of men in vocations avowedly 
professional, such as dentistry or the practice of law or 
medicine. 

Great retail jewelry stores realize the advertising value 
of excellent repair service to the extent of maintaining it 
even at an overhead cost that nullifies the direct profit that 
is more necessary to the smaller establishments. So in 
both large and small shops, the importance of a good 


repair department as a help toward maximum volume of . 


merchandise sales is beyond argument. In both, the same 
principles of good business housekeeping govern in mat- 
ters such as cost accounting, advertising, and so on. But 
as to advertising, there exists in superior watch repair 
service an opportunity that is unique in its nature com- 
pared with advertising as the term is usually understood 
—meaning statements made by the store management 
about the merits of its services to prospective patrons, via 
paid-for print space or radio broadcasting. 


Wuat THE CusTOMER THINKS 


Consider the customer who, after disappointing ex- 
perience elsewhere, finds that his timepiece, entrusted to 
another shop, has been transformed into an admirably 
reliable timekeeper, its original serviceability restored 
after it had been thought lost forever; now what does 
this person do? He voluntarily and gladly becomes a 
walking, talking advertisement for the shop that rendered 
him the service; he recommends it to his friends, really 
to be helpful to them. From their viewpoint, think how 
much more forceful and convincing is this kind of adver- 

(Turn to page 113) 
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Do You Breathe Dust 
As You Polish? 


It’s a crime, 
absolutely, to 
polish without a 
dust collector— 
even an occa- 
sional article cre- 
ates occasional 
dust — all this 
occasional dust, 
laden with metal- 
lic particles, is 
breathed into 
your lungs as 
you work—what 
then? 

Don’t take this 
risk long. Get 
the only insur- 
ance you can 
buy that will 
prevent this 
condition. 


Leiman Bros. Patented 


Polishing Dust Collector 


Get the Catalog 
LEIMAN BROS., INC. 


23 WALKER STREET 156 CHRISTIE STREET 
NEW YORK NEWARK, N. J. 


Makers of Good Machinery for 45 Years 





fe 
does it. First of all it is’ a heavy, aes 


machine, built to last for many a year—But 
being ve and rugged does not mean that 
it is rough and ready product—It is in 
fact a “ancy built piece of machinery, highly 
efficient in the work ¥ does ond very quiet in 
its manner of doing i Many are in use 
office buildings and hee where noise would be 
unthinkable. 














WARNER GAZRAZRERERA 


Pe te Tet 


Jewelry 


accurately refined or 


———-— 
— 


estimated. Prompt re- 
turns by money order 


or check. 


SPYCO 


Smelting and Refining Co. 





MINNEAPOLIS, MINN. 


A neat window card “WE BUY OLD GOLD” 
is yours for the asking. 


ERE IE ILE EEE IESE IEE 


BOPP B SBR RRERELSEE SEES 
RRM AR RR RR MI MR MR MH Mae 
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Old Pocket Chronometer 
By William H. Mason 


EO J. ABISCH, manager of the watch repair division 
of J. A. Foster Co., 69 Dorrance St., Providence, 
R. I., is the possessor of an old pocket chronometer made 
nearly a century and a half ago by one of the most famous 
experts in the world’s history of horology. It is believed 
to be among the oldest examples of the horologist’s craft 
in this country, and is highly prized by its owner. 
Mr. Abisch found it among the effects of his father, 





e Interesting old pocket chronometer. 


the late Jacob Abisch, who died June 29, 1931, after 45 
years asa wmtbantine i in Providence. How it came into © 
his father’s possession, Mr. Abisch has no knowledge, as 
the former never spoke of having the valuable and inter- 
esting timepiece, nor was any mention thereof found 
among the father’s papers. As the chronometer bears 
upon its dial the name of Arnold & Son, London, with the 
numeral 123, the value and age of the relic was at once 
apparent. The number 123 also appears upon the move- 
ment, together with the Latin phrase Jnv et fec engraved 
around the edge and the name of John Arnold & Son. 
The chronometer was entrusted by Mr. Abisch to Wil- 
liam Robidoux, one of the workmen in the division of 
which Mr. Abisch is manager, by whom it was carefully 
renovated. Some of the minor parts, as well as the outer 
case, were missing, but the former were replaced and put 
in running order. So finely adjusted is the movement that 
the variation is only a very small fraction of a second in 
a week, being practically as near perfection as human 
ingenuity can devise. 
Intended for use as a pocket chrénometer, the move- 
ment is of the type similar to marine chronometers used 
on shipboard. It is 2 1/32 in. in diameter and has been 
fitted into a heavy sterling silver traveling box case. It 
has the helical form of balance-spring and a form of 
compensation balance which were invented by the elder 
Arnold in 1775. The spring is very similar to those now 
in general use for the marine chronometers, but the bal- 
ance was a more complicated affair. In May, 1782, Mr. 
Arnold patented an improved detent escapement which is 
practically the chronometer escapement of today. 
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Is Your Watchmaker a Producer? 
(From page 111) 


tising than anything that the shop might say about itself! 
Then new customers thus brought to the shop in their 
turn telling their friends to go there. 

And the remarkable thing about all this is that instead 
of the jeweler paying out money for advertising, the satis- 
fied customers who are doing it for him are each paying 
him for services rendered! 

So much for the indirect profitableness of really supe- 
rior watch repairing. Now what is necessary to secure, 
besides this, direct cash dividends from the repair depart- 
ment? This brings us to the consideration of the personal 
efficiency of watchmakers at the bench. 

The ability of a watchmaker to produce sufficiently 
more in output of work than the amount of his wages 
depends first of all upon technical mastery of his craft. 


More SKILL NEEDED 


It seems incredible, but it is true that there are some 
retail jewelers today so lacking in knowledge of an im- 
portant part of their business as to say: “Watchmakers 
nowadays do not need to be able to do real mechanical 
work that they had to do a generation or two ago, like 
shaping up raw materials into parts for watches; all they 
need now is a stock of ready-made repair parts and screw- 
drivers and tweezers to handle them with.” The truth is 
the exact contrary of this. Watchmakers today need not 
less, but more all-around mechanical skill than was re- 
quired some years ago. Success in repairing the extremely 
small watches now in fashion, and the greater timekeep- 
ing accuracy demanded of watches in general, call for 
highly developed, resourceful mechanical skill and eff- 
ciency which cannot be picked up haphazard, but can be 
gained only by a systematic training, an essential part of 
which is learning to use the lathe, files, saws, grinding 
and polishing laps, and to perform other basic mechanical 
operations. The skill used by a competent watchmaker 
in making ready-made parts fit, and in repairing and 
adjusting watches to keep accurate time, is just the same, 
in kind and quality, as is needed to make similar parts 
outright. This is why the watchmaker’s training must in- 
clude learning to make certain parts. And the fineness 
of the work he must be able to do nowadays, compared 
with what was passable years ago, is just in proportion 
to the difference between the big ‘‘pocketful” watches then 
in use and the delicate little things on which he is ex- 
pected to maintain timekeeping accuracy today. 

The workman who is in trouble every time he fails to 
find in his material stock a part that fits not only cannot 
do good work, but he cannot by any means turn out a 
quantity of work sufficient to be profitable to his em- 
ployer or to himself. Frequently the competent watch- 
maker will make a stem, a spring, or some other part in 
a good deal less time than an unskilled man would spend 
writing to material dealers here and there trying vainly 
to buy the piece. The really competent watchmaker’s 
general skill and efficiency make for speed, ample output, 
and the ability to do whatever work customers bring in; 
instead of having to confess sometimes, “I’m sorry, but I 
can’t do your job”—or to give the alibi, “It would have 
to be sent away to be done.” In such cases, when the 
customer finds the man who can do the job, he becomes 
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that man’s enthusiastic advertiser. For many reasons the 
direct dividends from the repair department’s operation 
depend upon the technical proficiency of its workmen. 

Customers cannot fail to be favorably impressed when 
they learn that the proficient watchmaker, whose work 
has served them well, had to invest much time and money 
to become a master of his craft, just as he knows was the 
case with his dentist, his doctor and his lawyer; and when 
he finds that he is dealing with a watchmaker of this char- 
acter, he becomes willing to pay well for his services. 
And on the other hand, is it any wonder that people are 
unwilling to pay any more than meagerly for work done 
by men who cannot be rated higher than mere tinkers? 
Now what has just been said suggests the main reason for 
some of the trade difficulties complained of by many 
jewelers—for instance that “people won’t pay good prices 
for repair work”; “we cannot make anything on our re- 
pair work”; “I cannot afford to pay good wages to my 
watchmaker,” and so on. And yet this complaining 
jeweler is apt to be one of those who argue that “a watch- 
maker really hardly needs to have any mechanical ability 
nowadays’! 

But there are some jewelers who know, and act upon, 
and profit by their knowledge of this truth: That the 
crying need today is not for less skill and knowledge, but 
for more skill and knowledge in the hands and heads of 
watchmakers. The sooner more jewelers learn this, and 
act upon it, the more quickly will they too profit by the 
diminishing of the evil that is done to our trade by in- 
competent workmen. 

How can one reasonably expect people to continue buy- 
ing good watches, or to pay reasonable charges for their 
upkeep, after repeatedly suffering the experience of paying 
some one who is allowed to profess himself a “watch- 
maker,” for ruining the original timekeeping qualities of 
his treasured timepiece? 

If the public could be widely educated on the facts 
about the appalling total of damage done to’watches by 
unqualified workmen, there would be no difficulty in se- 
curing legislation requiring examination and license for 
watchmakers to be permitted to practice their craft. The 
horological associations which are seeking such legislation 
are not only working to protect their members from de- 
grading competition; they are working for the protection 
of the pocketbooks of every man, woman and child in 
America who wears a watch or who owns a clock. 

There remains to be considered the other aspect of 
personal productiveness of the watchmaker—apart from 
the quality of the work that he does, the matter of his 
efficiency ; the quantity of work that he can produce. 


Propucers AND Non-Propucers 


Why is it that one watchmaker can do so much more 
work than another, each working the same hours per day, 
and each seeming to work as hard as he can? The answer 
to this question could actually be seen if you could have 
these two men working at benches side by side, and then 
compare their ways of working. It would be seen that 
the “big producer” used a planned method in handling 
his work, while the other man apparently never thought 
of such a thing. Let us call the first man ““Mr. Producer” 
and the other “Mr. Unprofitable.” 

Early in his career as a watchmaker, Mr. Producer dis- 

(Turn to page 118) 























HOROLOGICAL QUESTIONNAIRE 
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(Continued from the April issue) 


OW shall we proceed to grind and lap the draw-in 
spindle to fit properly into the end of the hollow 
spindle? 


Answer—When we made the draw-in spindle, we 
turned about one-quarter of an inch of the length of the 
draw-in to .372. This allows us a small margin for fitting. 
If we grip the large end of the draw-in spindle in a wheel 
chuck and observe that it runs true, then we may use a 
fine grinding wheel and grind the diameter of the draw-in 
spindle true within .0005 of the required diameter for 
fitting into the end of the hollow spindle. 

In order to lap the draw-in spindle to an exact fit, we 
shall require a ring lap, which has been described previously 
in this article. This ring lap should be made to fit ap- 
proximately over the end of the draw-in spindle which 
requires lapping, and is provided with a set screw and 
locking or adjusting screw. 

As an abrasive for such lapping, we shall require very 
fine, flour emery and plenty of oil. Lapping of any kind 
does not remove metal very rapidly, but at the same time, 
we must proceed very cautiously in this case as we have 
allowed only .0005 for lapping to fit. Whenever we try 
for a fit, the work must be cleaned off thoroughly and 
cooled before trying for a fit. In this case, we shall require 
an easy fit, so that it will operate in the same manner as our 
lathe draw-in spindle. 


HAT further work is required in our wheel cutting 
attachment? 


Answer—Assuming that the draw-in spindle has been 
lapped to fit properly then we may disassemble the attach- 
ment and fit the key in the spindle to engage the slot in the 
chucks. The key should be fitted carefully, so it will allow 
all chucks to enter the throat of the spindle freely. When 
this has been done, the end of the key may be dressed off 
smooth and the attachment assembled and adjusted for 
shape. The space between the hollow spindle and the 
bearing may be filled with oil previous to assembling, which 
will keep the attachment properly oiled for a great length 
of time. 

Special work to be done with this ideal attachment 
will be considered in our next answer. 


E will assume that a special job of wheel cutting is 
required, which will consist of a crown wheel, bevel 
winding pinion with winding and setting clutch to match. 
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The teeth in these wheels are of three types; in the crown 
wheel, we have what is usually termed a “wolf tooth” ; the 
bevel pinion has wolf teeth to mesh with the crown wheel 
and ratchet teeth to mesh with the winding and setting 
clutch, while the latter has ratchet teeth and the regular 
form of pinion teeth to mesh with the intersetting wheel. 
How shall we proceed to make the above parts? 


Answer—Many fine Swiss watches are fitted with 
winding and setting mechanism as described above. New 
material of this type is not always available and it is a 
decided advantage to be able to make such parts when 
required. Assuming that we wish to make the three parts 
as they are fitted in a watch, our first step will be 
to make a rough sketch and jot down the dimensions and 
the numbers of teeth required in each part. Four special 
pinion cutters will be required for the job; two sizes of 
“wolf,” teeth, one regular pinion cutter and one very small 
ratchet tooth cutter. 


OW shall we proceed to make the cutters as re- 
quired ? 


Answer—Let us consider a cutter for the crown 
wheel. In this case we require a wolf tooth for the edge 
of the crown wheel to mesh with the ratchet wheel, also 
a smaller wolf tooth to mesh with the bevel pinion. Our 
cutter blanks may be 0.625 in diameter by 0.060 in thick- 
ness, with hole to fit our arbor chuck. While the thick- 
ness from tooth to tooth is much less than 0.060, it is not 
wise to make the cutters too thin, as there is much risk 
of distortion in hardening. We will turn the blank to 
the proper dimensions and lap it smooth and of uniform 
thickness throughout. 

The form of the wolf tooth may be formed approxi- 
mately with a graver, if we compare the edge of the blank 
with the old crown wheel. We may form the wolf tooth 
quite accurately if we harden the crown wheel and insert it 
in the special tool holder which has been previously 
described in this article. In this case, the top or cutting 
edge of the crown wheel forming tool must be set exactly 
on “the line of centers” and the center of the crown wheel 
must also be in line with the center of the pinion cutter 
blank. 

Then we may feed the crown wheel forming tool care- 
fully against the cutter blank until the full form of the 
tooth is reproduced. 

Our next step will be to mill out the tooth spaces in 
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our cutter blank, which may be done with a 30 deg. angle 
cutter, will also mill 12 teeth in this cutter. 

For the present we may lay this cutter aside until they 
are all made up, then we may harden all at one time. 

Our next cutter will be for the upper part of the bevel 
pinion and the face of the crown wheel, which are identical 
in form and also are wolf teeth. For this cutter we shall 
require a blank of the same dimensions as the cutter we have 
just completed. After forming the edge of the blank as 
described, we shall harden the bevel pinion and use it 
as a forming tool as in the first cutter. We will also mill 
12 teeth in this cutter. 

The next cutter will be for the teeth in the end of the 
winding and setting clutch that meshes with the inter- 
setting wheel. It may be that we will have a cutter for 
this purpose in our lot of cutters ; we may readily determine 
the proper form by comparing the edge of the cutter with 
the teeth of the intersetting wheel, which is identically 
of the same form we require. If we do not have such 
a cutter we may make it as above described. In this case 
we may select an old wheel having the same diametrical 
pitch as the inter-setting wheel, which we may harden and 
-use as a forming tool to reproduce the correct form. Then 
we may mill out 12 tooth spaces and the cutter is ready 
for hardening. 


OW shall we proceed to make the small cutter to be 
used for milling the ratchet teeth in the end of the 
bevel pinion and the winding and setting clutch? 


Answer—lIt is obvious that we cannot use a large 
cutter for milling end teeth on such small diameters; if 
we cut a full tooth space with the large cutter, we would 
also cut into the opposite side of the pinion. Consequently, 
we must use a cutter of such size as will cut a full tooth 
space and also clear the opposite side of the pinion blank. 
In this case, our cutter may be made of steel rod, 0.125 in 
diameter by one and one-half inches in length. The angle 
of the ratchet teeth in this case is 30 deg. ; therefore, we may 
use our 30 deg. angle cutter for milling the tooth spaces. 
With the rod held in a wire chuck, we may turn the end 
to a 30 deg. angle and then mill out about 12 teeth. This 
will produce very fine teeth on the small diameter of 0.125. 
The end of the cutter may be stoned smooth; we do not 
cut teeth in the end. 

When milling the teeth in this cutter, it is a good idea 
to use a stop on the slide rest, simply to make all of the 
cuttings of uniform length. This will obviate much of the 
risk of distortion when we harden the cutter. 

(To be continued) 





New York Horological Society Gives Dinner Dance 


More than a 100 members and guests of the Horological 
Society of New York gathered on the night of April 5 
at the Tokay Restaurant, Seventh Avenue and 53rd 
Street, to celebrate the organization’s fifth birthday. 

The pleasures of the evening were distinguished by the 
fact that there were no speeches, this being the source of 
many of the congratulations to President Mellonhoff, who 
engineered the affair. “We came here to have a good 
time,” said Mr. Mellonhoff succinctly. 

Besides the delicious meal the members and their wives 
and friends enjoyed a splendid floor show of vaudeville 
entertainment, after which dancing proceeded until 3 A.M. 
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Guests of the Horological Society at the dinner included 
the following: Major Paul Chamberlain, William Wag- 
ner, Howard Beehler, director of research of the Hamilton 
Watch Co.; A. M. Clark, managing editor of the JEwEL- 
ERS’ CIRCULAR-KEYSTONE; A. Lazarus, Kenneth I. Van 
Cott and Charles T. Evans. 





Louis Leroy, Famous French Horologist, Dead 


Paris—Louis Leroy of Louis Leroy and Cie., 7 Boule- 
vard de la Madeleine, Paris, horologist of international 
note, died at his home here on Feb. 17 last. His passing 
is widely regretted among many members of the industry 
who knew not only of his unusual achievements in horol- 
ogy, but also of the personal charm of the man. 

M. Leroy was the vice-president of the Chambre Syn- 
dicale de |’Horologerie, president of Paris Watchmaking 
School, president of the Chronometric Society and a mem- 
ber of the Legion of Honor. He was especially noted for 
the manufacture of precision clocks, having been for years 
watchmaker to the French Navy and for some time prior 
to the World War supplied many of the marine chronome- 
ters used by the United States Navy. 

The firm with which the deceased was connected is rep- 
resented in this country by Jacques Le Roy of New York 
City. 





H.1.A. Annual Meeting to be Held May 13 in 
Washington, D. C. 


WasHIncrTon, D. C., April 10.—The annual meeting 
of the Horological Institute of America will be held May 
13 in the lecture room in the National Academy of Sci- 
ence Building, 21st St. and Constitution Ave., in this city. 
The session will begin at 10 a.m. and the program will be 
opened by the call to order of President Edward H. Huf- 
nagel. Representatives of the National Research Council 
will welcome the delegates and then will follow the ad- 
dress of the president and reports of committees. The 
regular business will take up the remaining time until the 
luncheon hour. 

In the afternoon reports of committees will be con- 
tinued and at 2 p.m. an address on “Time in the Heav- 
ens” will be delivered by Watson Davis, director of sci- 
ence service. Capt. J. F. Hellweg, superintendent, U. S. 
Naval Observatory, will then speak on “Present Time 
Broadcasting.” Unfinished and new business will then be 
taken up and an advisory council elected. Following the 
election of the advisory council a meeting of the council 
will be held and officers chosen. 

In the evening a dinner will be held at the Lee House 
at 6:30. Guests are welcome to the meetings and the 
dinner. Requests for reservations can be addressed to the 
hotel in advance, if possible. Please advise R. E. Gould, 
corresponding secretary, care of National Bureau of 
Standards, in this city, if you intend to be present at the 
meeting and dinner. 





Silver Selling Help 


The R. Wallace & Sons Mfg. Co. have worked out a splendid 
sales help for retailers for the “Nine Flowers” “fill in” pattern. 
A colorful counter piece unfolds to show six pieces of this 
pattern, three on each side of a blank white outline of a spoon. 
In this blank space the customer places a spoon of her own 
pattern—to see how well “flowers always fit.” Copy suggests 
the use of “Nine Flowers” for filling in. 











Tit) 





{AQUCUUUUUU000 0 EOCSDEREROEREGOEDAAAS AALAND 


LEES& 
SANDERS 


he a 


Manufacturers would 
not recommend us to 


their friends if they 
were not satisfied 
themselves. 


SWEEP 
SMELTERS 


BIRMINGHAM, ENG. 


ee eT TTT ITTTTTTM mn LUM UT TMLIHT HITT TTT TTT TTT 











James L. Hand 


America’s Leading Jewelry 
Auctioneer 


14. Maiden Lane 
New York, N. Y. 


Phone, REctor 2-0677 
Cable Address, Hand-Sale, New York 


STRICTLY ETHICAL AUCTIONS 


Conducted for Jewelers 


Executors, Trustees, Receivers, Banks, Trust Companies, 
United States and Canadian Courts. NO STOCK TOO 
a OR TOO SMALL. Write for “HAND” book on 
Auctions. 


INQUIRIES TREATED CONFIDENTIALLY 











Dainty bracelet watches, with 
their small jewels and lim- 
ited oil reservoirs, demand a 
special oil. Nye’s Bracelet 
Watch Oil runs 10 seconds 
under our regular Watch Oil 
in viscosity tests, making it 
ideal for small watches. Use 
; 5 , it for dependable results. 
a ee 


WATCHES 














‘“‘THE PATHWAY TO SUCCESS” 


eee on aN ¥ 


WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 

SCHOOL OF HOROLOGY 
Dept. C ' 





Prompt and accurate returns Guaranteed 


Send us your 


OLD GOLD, SILVER, PLATINUM 


Gold Filled Cases, Optical Scrap, Etc. 


We are now paying 6%4¢ per kt. 


4 Generations of Service 
N. L. SHTEINSHLEIFER smecrer & 


78 Bowery, New York City REFINER 

















Ten Times Quicker— 
Ten Times Better 
The Oxy-gas 


Wonderful Hoke -Jewel Torch 


Solders gold, platinum, silver; welds platinum; 
anneals, tempers, brazes, melts. One-hand 
control. 

Circular 733 tells all about it. 


Hoke, Inc., 122 Fifth Ave., New York City 














PRISMS: 


THEIR USE and EQUIVALENTS 


A book containing a more extended 
knowledge on this branch of re- 
fraction than is contained in works 
on ophthalmology. Price $2.00. 


The Optical Journal and Review 
239 West 39th Street, New York 
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YSTERY CLOCK.—Will you please explain how 
to make one of the “Mystery Clocks” one some- 
times sees hanging in a jeweler’s show-window? This 
clock appears to be just a glass dial, with hands telling 
correct time, but without any visible means, such as the 


(Question 
J. H. 


usual clock movement, to drive the hands. 


No. 4933.) 


Answer—On a large disc of glass (the larger the 
better, for making a “sensation’’) drill a hole in the cen- 
ter, and fit into it a steel pin, to stand at a right angle 
to the dial. On this pin, fit the two hands, just so that they 
will turn freely, and not catch on each other. 

The hands should be made of any light weight ma- 
terial; thin wood will do; but sheet aluminum is better 
because the hands may be made of it of less bulk, and 
therefore of more attractive design. On each hand, on 
the side opposite the pointer, fasten a watch movement 
box, with the closed side of the box on the side seen by 
one who looks at the dial as it hangs in the window. In 
each box, fasten a watch movement. On the movement 
on the minute hand, attach to the cannon-pinion a semi- 
circular disc of lead; and on the hour hand, attach a 
similar piece of lead, so that the piece fits friction-tight 
and can be turned, on the hour wheel pipe, when setting 
the hand to time. ‘These movement boxes holding the 
watch movements, are to appear like counterpoises on 
the clock hands. The hands, with the counterpoises com- 
plete, must each be shaped and made so that the weight 
of both sides will balance on the center-pin of the dial. 

The lead weights will always seek the lowest position 
possible; and will stay there; so that the running of the 
watches in the “poised” hands, will turn the hands and 
show approximately correct time on the dial. 

Either keywind or stem wind watches may be used; 
if necessary to make holes in the boxes for winding and 
setting, these are so small that they will not attract at- 
tention. 

The details of how to fasten movements in, etc., will 
depend upon what kind of watches are used, and cannot 
be stated here. But to make the clock, in any case, calls 
for some ingenuity and mechanical resourcefulness, with- 
out which it would be better not to attempt the work. 
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WORKSOP WCITIES € QUERTES. 


ALANCE PIVOTS.—What effect should rounding 

or flattening the ends of balance pivots have on the 

timekeeping rate of the balance? Sometimes rounding 

them makes the watch run faster, and sometimes slower. 

Am wondering if I round them too much, and thereby 

reduce the size of the pivot? (Question No. 4934.) 
W. T. H 


Answer—What is called “rounding” should not in 
any case mean an alteration that could lessen the diam- 
eter of the pivot. If the latter is the effect produced 
even in the slightest degree, it indicates that you are 
rounding the pivot to a very great excess. The outer 
part of the rounding should not shorten the acting por- 
tion of the pivot-end to a perceptible extent—that is, the 
cylindrical portion of the pivot, for which the hole-jewel 
forms a bearing, should not be noticeably reduced in 
length by the rounding operation. A cross-section view 
of the end of a properly rounded pivot will show as a 
rather flat “bow’’—not as a half-circle. 

Increasing the rounding of a pivot-end will, dy placing 
the friction nearer the center of the pivot, allow the bal- 
ance to make longer arcs of motion. Each arc will then 
take longer time to make, and the watch will run slower 
in the position wherein the balance weight is supported 
by that pivot. Flattening the pivot-end will shorten the 
arcs, which will then require less time to make, and the 
watch will run faster. 


OLUTION FOR WATCH CLEANING MA- 
CHINE.—We would appreciate it if you would ad- 
vise us on the ingredients of what you consider the best 
solution to use in the new watch-cleaning machines. 


(Question No. 4935.) M. Bros. 
ANSWER—We will give you the ingredients, and 


the correct procedure for mixing them, for what is prob- 
ably the most-used solution among the many “home- 
made” ones. 

(1) In an “agateware” or other non-metallic vessel, 
boil until dissolved, 1 oz. oleic acid, in 1 qt. distilled 

















solution, to be made as follows: 

(2) In another non-metallic vessel, bring to a boil 1 
qt. distilled water and 4 fluid oz. “household ammonia” 
(6 per cent ammonium hydroxide) ; do not breathe the 
fumes that will arise. 

(3) To liquid No. 1, add 2 fluid oz. acetone and bring 
to a boil. This should be done on a coal or gas stove 
with closed top, or on an electric stove—not on an open- 
flame stove, as acetone fumes may catch fire. Reduce 
heat until boiling ceases, and while stirring vigorously 
with a wooden spoon, slowly add solution No 2 until all 
of No. 1 and No. 2 are mixed together and cooled. 


IME SIGNAL RADIO.—Please advise me where I 

can buy a radio set particularly good for receiving 
time signals from Naval Observatory, Washington (113 
kilocycles), without considering qualities for general re- 
ception? (Question No. 4935.) a 

Answer—lIf your local radio dealer cannot advise you 
satisfactorily, we suggest that you write for information 
as to equipment, prices, etc., to Atwater Kent Mfg. Co., 
4700 Wissahickon Avenue, Philadelphia, Pa., and to 
R.C.A.-Victor Co., Front and Cooper Sts., Camden, N. J. 


“@HIP’S BELL” STRIKE.—A clock that came to us 
for repairs has our clockmaker somewhat puzzled. 
It has the name Chelsea Clock Co. on the dial, and has 
“ship’s bell” strike. Please let us know at which hours 
it should sound each of the 2, 4, 6 and 8 strokes that it 
strikes. (Question No. 4936. ) B. J. S. 


Answer—Set the striking with the time, so that it 
will sound one stroke at 12:30. Then you will find that 
it will strike ship time correctly, as follows: ‘‘two bells” 
at 1 o'clock, “three bells” at 1:30, and so on until 4 
o'clock, when eight bells will be sounded. The above 
schedule will then repeat, three times throughout for the 


twelve hours. Thus the clock will strike eight bells at 
noon, 4 p. m., 8 p. m., midnight, 4 a. m. and 8 a. m. 


ATCH PARTS.—What is the best way to handle 
jewels, screws and other watch parts that cannot 
be strung on a wire for cleaning in Daniels’ New Life 


solution? (Question No. 4937.) D. B. H. 


Answer—Use for jewels and other small parts not 
made entirely of steel, an ordinary household tea-strainer 
with a handle on; rig up on this a cover, made either of 
wire-screen or of thin sheet metal with numerous holes 
drilled in it. This sieve may be used to hold the above- 
mentioned parts in, while “swishing’” them through the 
cleaning solution. Another similar sieve-box filled partly 
with boxwood sawdust may be used for drying these 
parts after rinsing. Shake most of the sawdust out into 
a box, then the parts will be found in the coarser sawdust 
remaining in the sieve, and are easily recovered. Screws 
and other parts made entirely of steel need not be put 
through the cleaning solution. These parts cannot tar- 
nish, so solution treatment is superfluous. They may be 
simply dropped into a bench-cup with high-test gasoline 
and dried on blotting-paper. In very high-grade work 


steel parts are best cleaned in pure grain alcohol, or in 
a mixture of benzine and ether. 






water; keep this hot until ready to mix with it another 





Ils Your Watchmaker a Producer? 
(From page 113) 


covered that out of all of his tools there are a dozen or 
so that he uses very much oftener than others during the 
day. This fact started him thinking out his time-saving 
method. He arranged the oftenest-used tools on the top 
of his bench, each one in a particular place, half of them 
on each side of the working-space at the center of the 
bench. By practice, in time he could pick up any tool he 
needed without looking for it, while he kept his eyes op 
the watch he was working on, just as the typist touches 
the keys of her machine without looking at them, while 
her eyes are on her stenographic notes. 

Mr. Producer figured that if he could by this method 
save even a few seconds every time he had to take up some 
tool, this multiplied out through an entire day’s work 
would amount to a considerable total. But this “touch 
system” for picking up some of his tools is only one of 
many things that he studied out and adopted, to save a 
little time on each of the operations that have to be fre- 
quently repeated. The tools next often used, he placed 
in the upper drawer nearest to the center of the bench. 
This plan was applied to all tools in order of frequency of 
use, until it reached the ones seldom used, which were 
placed in the drawer farthest from where he sits. Then 
he formed the rigid habit of replacing each tool where it 
belongs after using it. These tool arrangements only 
illustrate the principle upon which Mr. Producer worked 
out, and trained himself into, a real modcrn efficiency sys- 
tem. The details of such a system for any one else to use 
must be worked out by himself, to fit his own conditions. 

Our Mr. Unprofitable, on the other hand, loses time 
every time he hunts for some tool on and through his 
disorderly bench. Sometimes he loses a great deal of time_ 
hunting for a tool that he needs only for a little while. 
His total of wasted time would astonish him if he ever 
bothered to figure it out—but he won’t! To him it seems 


foolish to bother about a little time one way or another; 


it is so unimportant. There are so many other much more 
interesting things to think about while working—things 
far away from the bench, out in the great wide world! 

A man may be or not be naturally quick-moving and 
energetic. That is not what seems to govern capacity to 
produce work. It is a curious fact that one man who 
seems deliberate in his movements and never in a hurry 
may, in the quantity of his output, consistently outstrip 
another who hustles and fusses and slams things around 
all day. So it is evident that a man’s production volume 
depends not so much on the speed of his motions as upon 
how carefully he manages them, and upon how well he 
plans the work on the job on hand. Careful study to 
determine al] that must be done to the watch which is 
taken in hand for repairs; then a plan: which thing to 
do first, which next, and so on, and close adherence to 
the plan, will avoid lost motion and waste of time, and 
the habit of doing this may be cultivated so that it be- 
comes easy to follow. 

Whatever has been said about the advantage of deliber- 
ately planned work should not be taken as recommending 
slowness in working as a virtue. Not at all; granted that 
one does work systematically and carefully, then the 
faster he works the more he will produce; and of course 
the more good work he produces, the greater will be his 
earnings. 
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Zircon—Gem of Romance 

(From page 37) 
sively to zircon display, thus never allowing the public 
interest to fade. Within the store there is a special table 
where zircons are shown and sold. As an educational 
effort, a booklet gathering together all the available in- 
formation on the stone was published for distribution 
among the customers. 

Today zircons are a principal part of the store’s busi- 
ness. Second only to the diamond sales, it is greater than 
the volume in engagement rings, and equal to the watch 
business. 


SoME ADVERTISING PRINCIPLES 


Speaking of the advertising policy of his concern, Mr. 
Zell declared that only 5 per cent of the people who buy 
a newspaper will actually read an advertisement. “We 
believe,” he continued, “that good copy and layout can 
increase that proportion up to 8 per cent. But a good 
ad should also have value in affecting those who only get 
a ‘glance’ at it. ‘Therefore, we strive for two effects, first, 
to build up our name and institution, and second, to sell 
the particular articles advertised. We don’t regard ad- 
vertising as an ordinary expense, but as an investment in 
our business. ° 

“If the item to be advertised is a dinner ring, we don’t 
just put in a picture of a ring. We put the most beauti- 
ful hand we can find in that picture, and then put the 
ring on it. The general effect is that besides being a fine 
ring in itself, it appears to make the hand more beautiful. 
Whenever possible we link our advertising up with timely 
events of interest. For example, during the Community 
Chest drive in Portland, we took a page in the paper and 
headed our ad— 


A MILLION FOR JEWELRY— 
HOW MUCH FOR THE 


COMMUNITY CHEST 


“Copy went on to point out the plight of the needy in 
Portland and to urge our customers to contribute. We 
indicated that although we would like to sell them more 
jewelry, there are times when other things may be more 
important. We found such an appeal made many new 
friends for the store among the community chest minded. 

“Direct mail is used exclusively for prospect follow-ups. 
Various types of mailing pieces for different occasions, 
such as anniversaries, birthdays, etc., are sent out from 
day to day as the dates come due. This is controlled by a 
sort of library file of cards arranged chronologically which 
record wedding dates and other personal events in the 
lives of customers and prospects. Each day the several 
cards for that date are removed from the file and appro- 
priate letters ér cards are sent. If, for example, a card 
shows that it is the wooden anniversary of a customer, 
a card of congratulations printed on a thin veneer of wood 
is mailed. Other mailing pieces show the same appro- 
priateness to their occasion. Especial care is taken that 
the names of persons who have died are remove’ ‘rom 
the list. A card of congratulation to a couple, on an 
anniversary date, when the husband or wife has died a 
few days or weeks before, would be about the worst thing 
that could happen, as far as good taste and making friends 
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for the store are concerned. In cases of death a personal 
note of sympathy is mailed to the family.” 

Mr. Zell pointed out that these activities are really a 
supplementary support to the wide personal contacts of 
the owners of the store. There are four brothers asso- 
ciated in the business, Julius, Harry, Daniel and Milton 
Zell. Located at the corner of Broadway and Morrison 
Sts., in the heart of the shopping center of Portland, the 
tall windows of the store constantly present to the eyes of 
the passersby dramatic jewelry displays. Advertising, ably 
handled by Robert Smith, head of a Portland agency, who 
has had many years of practical experience in jewelry- 
store operation, makes the same individual appeal and 
completes the picture of definite, unified, and successful 
merchandising effort. 


oo 


y Graduation Days 
(From page 45) 

the class and school colors and a diploma similar to those 
which will be presented at the graduation exercises. Do 
not overdo the window by filling it full of a miscellaneous 
selection of gifts. It is much better to prepare a series of 
these windows featuring in one window display watches, 
and, in another, jewelry, clocks, silverware or other suit- 
able gifts. Photographs of the faculty may be obtained, 
and a picture of the school building will help to add 
atmosphere to the display. 

Diamonds may be suggested for both boys and girls, 
and it may be pointed out that they are a good investment 
at this time. Silverware is always appropriate, and, in 
fact, most articles in the jeweler’s stock lend themselves 
directly to solving the question of what to give the gradu- 
ate. 

A personal letter to the graduates inviting them to 
your store is another effective means of building sales. In 
this connection it is desirable to have some concrete sug- 
gestions to offer, and one jeweler hit upon the idea of 


making a canvass of the graduating class to obtain a con- 


sensus of opinion as to the most desirable graduation gifts. 
He followed this up by a window display of the articles 
selected. 

Of course, no jeweler will neglect to use newspaper 
advertising. This material should be prepared with un- 
usual care and catchy headlines and layouts should be used. 
Do not be afraid to use new ideas just because nothing 
of the kind has appeared before this graduation season. 

A window may be prepared exclusively for boys and an- 
other one for girls, featuring articles which will be most 
appropriate for them. It is also an excellent idea to stress 
quality in your selling campaign. Pour as much quality 
selling into the proud father as possible. Point out to him 
that a fine watch will be a lifetime gift which his son or 
daughter will find of great value in after years. 

Keep in mind also that your selling area extends beyond 
the confines of your individual community and reach out 
for out-of-town business. Jewelers will be surprised at 
the response and appreciation which will be noted if ef- 
fort, time and thought are put into the preparation of 
direct mail and newspaper advertising and appropriate 
window displays. Try some of the plans outlined this 
year in securing your share of the dollars which will be 
spent during this selling season. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words, Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
elosed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instrucis us to 
publish his name and address, all 
answers will be directed care The 

Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
eriginal letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








COMPETENT WATCHMAKER on all 
makes and sizes, quick and high-grade 
mechanic, wishes position. I. Natanson, 
1890 Crotona Parkway, New York. 


STENOGRAPHERS, BOOKKEEPERS, 

typists, clerks furnished, no charge. 

Iton Agency, 93 Nassau St., Cort. 
7392, New York. 


WATCHMAKER, 35, American, fine, 
capable, expedient; quality reference ; 
moderate salary. Address “Y., 2673,” 
care Jewelers’ Circular-Keystone. 


IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 


JEWELRY SALESMAN, retail, 20 years’ 
New York experience, desires position ; 
salary secondary. Address “H., 2787,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, 15 years with Tiffany 
& Co., desires position in New York or 
vicinity. Address “H., 2839,” care 
Jewelers’ Circular-Keystone. 


TWO WEEKS’ TRIAL is all I ask to 
prove my ability as salesman in your 
store; don’t waste time. Write “E., 
2850,” care Jewelers’ Circular-Keystone. 


WATCHMAKER, CLOCK REPAIRER, 
desires position where honesty and good 
workmanship are appreciated; skilled 
mechanic; best references. Address “V., 
2628," care Jewelers’ Circular-Keystone. 


WATCHMAKER, seven years at the 
bench; good on all grades and sizes of 
watches and clocks; best of references; 
will go anywhere. Address “N., 2767,” 
care Jewelers’ Circular-Keystone. 


CAPABLE WATCHMAKER, age 21, owns 
tools, desires position in North Caro- 
lina or vicinity ; moderate salary; hard 
worker; good reference. Address “P., 
2802,” care Jewelers’ Circular-Keystone. 





























A QUALIFIED SALESMAN of productive 
ability seeks position in recognized store 
handling jewelry of the finer class; un- 

uestionable reference. Address “P., 
797,” care Jewelers’ Circular-Keystone. 


WATCHMAKER desires permanent posi- 
tion; hard worker; best references; 
South preferred; salary $15 per week. 
Address “B., 2827,” care Jewelers’ Cir- 
cular-Keystone. 


FIRST CLASS WATCHMAKER, A-1 
mechanic, 20 years’ experience, desires 
position New York or vicinity; salary 
$25. Address “C., 2831,” care Jewelers’ 
Circular-Keystone. 


YOUNG MAN, 21 years of age, desires 
position as watchmaker, jeweler, stone 
setter and engraver; Bradley graduate ; 
will go anywhere. Care O. J. Seifert, 
3814 Ave. N%, Galveston, Texas. 


Al WATCHMAKER and salesman, 11 
years’ experience, desires permanent 
position in retail store; best references 
as to ability and honesty. Address “B., 
2844,” care Jewelers’ Circular-Keystone. 


WATCHMAKER, 31, Al mechanic, Euro- 
pean trained, 17 years of experience ; 
reliable, accurate and fast; best refer- 
ences; desires position. Address “R., 
2867,” care Jewelers’ Circular-Keystone. 


COMBINATION watch repairer and op- 
tometrist, by examination in Illinois; 
have tools and instruments; experi- 
enced refractionist. C. W. Farley, care 
F. S. Keeler Co., Ottawa, III. 


BOOKKEEPER - STENOGRAPHER, 12 
years’ experience, thoroughly familiar 
with jewelry line; complete charge of 
office, also all details; excellent ref- 
erences. Schear, 1751 Cropsey Ave., 
Brooklyn, N. Y., Bensonhurst 6-7645. 


YOUNG LADY, many years’ experience, 
capable taking full charge stock, filling 
orders, repairs, counter trade, etc.; ref- 
erences; New York or vicinity. Address 
we 2635,’’ care Jewelers Circular-Key- 
store. 


BOOKKEEPER-TYPIST, young woman, 
0 years’ varied experience in jewelry 
line, capable of taking full charge, 
manufacturing jewelers; excellent ref- 
erences. Address “‘E., 2644,’’ care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER, now employed, eight 
years’ experience, Bowman graduate, 
desires permanent position in California, 
Arizona or New Mexico; photo on re- 

uest. Address ‘‘F., 2477,” care Jewelers’ 
ircular-Keystone. 


WATCHMAKER, 37, desires position; 17 
years’ experience on all grades of 
watches and clocks; can furnish best 
of references; will go anywhere. Ad- 
dress “C., 2744,” care Jewelers’ Circu- 
lar-Keystone. 


RETAIL SALESMAN, married, employed 
by large New York retail chain, seeks 
change; four years present employer; 
successful sales record; capable com- 
Load charge. Address “A., 2741,” care 

ewelers’ Circular-Keystone. 


DESIRE TO REPRESENT manufacturer 
or wholesaler in the South; age 34, 
good personality; technically trained 
watchmaker, salesman and jeweler; 
good references. Address “S., 2775,” 
care Jewelers’ Circular-Keystone. 


POLISHER, latinum and gold clips, 
bracelets, rings, cases; fast, willing 
worker; 18 years’. experience, seven 
years last place; best reference; 85 
cents per hour. Address “R., 2774,” 
care Jewelers’ Circular-Keystone. 


YOUNG LADY, excellent references, thor- 
oughly experienced taking full charge 
watch importers’ office, desires position 
with reliable jewelry or watch concern. 
Address “A., 2779,” care Jewelers’ Cir- 
cular-Keystone. 


















































WATCHMAKER, 25 years at the bench, 
married, thoroughly competent; bagu- 
ettes correctly repaired and closely 
timed; pay according to your size job. 
Write J. T. Gillispie, General Delivery, 
Mobile, Ala. 








ALL AROUND credit jewelry salesman 
and window trimmer, having 12 years’ 
retail experience, desires good connec- 
tion; best reference; salary secondary; 
age 31. Address “M., 2792,” care Jewel- 
ers’ Circular-Keystone. 





VALUABLE RETAIL MAN ; qualified tor 
selling, estimating repairs, tr 
windows; expert appraiser and buyer: 
thoroughly experienced handlin old 
gold. Address “R., 2798,” care ewel- 
ers’ Circular-Keystone. 





—  — 
VERSATILE SALESMAN, one 
knows merchandise and how to gel] 
seeks connection with reputable reel 


outfit; first class reference. Add 
“N., 2810," care Jewelers’ Cireulan® 
Keystone. 





EXPERT WATCHMAKER; — smal 
Swiss watches; can do other things as 
well; fast and accurate; unusual ree. 
ommendations; get them before yoy 
hire. Address “P., 2811,” care Jewelers’ 
Circular-Keystone. 








WATCHMAKER, 35, 18 years’ experi- 
ence, absolutely first class wor 
desires position as repair man in the 
South seas; best of references. Add 
ee 2804,” care Jewelers’ Circular-Key. 
stone. 





WATCHMAKER, 18 years’ experience, 
railroad, baguette, Swiss watches, clock, 
jewelry repairing; sales ability, estima- 
tor; permanent; references; married, 
age 35. Earl Kirmse, 1626 Central Ave,, 
Dubuque, Iowa. 





OKLAHOMA OR COLORADO; watch- 
maker desires position with reliable 
firm where good work is wanted; also 
good salesman; 15 years’ experience; 
age 33. Address “V., 2818,” care Jewel- 
ers’ Circular-Keystone. 





COMBINATION watchmaker, jeweler, en- 
graver and stone setter, 36 years of 
age, 18 years’ experience; own tools, 
and references; position in South or 
West. Address “Q., 2807,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER and jewelry repairer, 
age 24, desires position; best of refer- 
ences; certified junior watchmaker, 
graduate of Bowman Technical School: 
Charles B. Gendell, 915 West Broad St., 
Bethlehem, Pa. 





WATCHMAKER, 30, Bradley graduate, 
seven years’ experience; expert work- 
man, good appearanc:; will furnish A-l 
references; disabled; state salary; will 
go anywhere; need position. Write 
Ted Fessler, Shullsburg, Wis. 





YOUNG LADY, ten years’ experience with 
platinum and gold jewelry manufac- 
turers, thorough knowledge of factory 
and sales office in all its details; excel- 
lent references. Address “Y., 2822,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, JEWELER, all around 
experience, desires position anywhere; 
under supervising master watchmaker 
preferred, but not necessary; salary 
no object. Address “M., 2860,” care 
Jewelers’ Circular-Keystone. 


YOUNG LADY, efficient, capable of tak- 
ing complete charge of order depart- 
ment, stock, Jlliott-Fisher billing, 
counter trade, salesmen’s lines, ete.; 
highest references. Address “E., 2847,” 
care Jewelers’ Circular-Keystone. 


CERTIFIED WATCHMAKER, 20 years’ 
experience; can take charge of repair 
department; salary or commission; 
New York State preferred. Address 
“F,, 2878,” care Jewelers’ Circular-Key- 
stone. 


EXPERT WATCHMAKER and _iight 
jewelry repairer, desires position with 
reliable concern; 15 years’ experience; 
excellent references furnished. Ad- 
dress “B., 2874,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, 35 years’ experience, 
expert on all type watches including 
baguettes; best references; will go any- 
where in U. S.; can take full charge. 
Address “G.,” 401 Capital Park Build- 
ing, Detroit, Mich. 


MANAGER of prominent and success- 
ful credit jewelry store interested in 
making change; 15 years’ experience 
promotional sales and ts; age 
35. Address “‘K., 2857,” care Jewel- 
ers’ Circular-Keystone. 
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SITUATIONS WANTED—Continued 








WwH Ss A POSITION to offer a mar- 
ee) van with managerial and sales 
rience in cash and credit stores, 

also department stores; finest creden- 

tials, honesty, ability and integrity? 

‘Address “S,, 2709,” care Jewelers’ Cir- 


cular-Keystone. 








R GOVERNMENT watchmaker, 

rOR™ record of efficiency at Bureau of 
Navigation, Washington, D. C., qualified 
expert all types high grade repairing, 
desires permanent connection. Address 
“Q,, 2772,” care Jewelers’ Circular- 


Keystone. 








EXPERT  ENGRAVER-SALESMAN ; 
jewelry and stationery dies ; can handle 
diamond setting, jewelry and clock re- 
pairs; good personality; fine refer- 
ences; age 35, 15 years’ experience. 
Alfred Thacker, 443 West Ninth St., 


Erie, Pa. 





WATCHMAKER, 33 years old, 10 years’ 
experience, can also do ordinary jewelry 
repairing; good salesman, college edu- 
cation; now employed same position for 
past six years; South only. Address 
“T,, 2765," care Jewelers’ Circular- 
Keystone. 





JEWELER, thoroughly experienced on all 
work, gold and platinum, desires posi- 
tion; Gentile, good habits, references; 
willing to start for room and board and 
small pay; go anywhere. Address “Cir- 
cular, 118,” Room 1205, Heyworth 
Bldg., Chicago. 





PLATER, graduate of Plating Chemistry 
Course, with 10 years of practical ex- 
perience on gold, silver, nickel and cop- 
per, wishes position with manufacturer ; 
location in New York City desired. Ad- 
dress “G., 2786,’ care Jewelers’ Circu- 
lar-Keystone. 


MR. RETAILER, speed up your service 
to customer and reduce cost of special 
order and stock jewelry; expert manu- 
facturing jeweler and setter available; 
experienced designing and making 
article complete; have own tools; write 
for details. Address “R., 2813,” care 
Jewelers’ Circular-Keystone. 








BOOKKEEPER, STENOGRAPHER, 
young lady with executive ability to 
take charge of office; thoroughly ex- 
perienced in diamond jewelry line; ex- 
cellent references. Ray Schechter, 2217 
or St., Brooklyn, N. Y. ESplanade 





WATCHMAKER, JEWELER, all around 
man, expert escapement adjusting; also 
complicated watches or clocks; clean, 
rapid mechanic; neat appearance; fine 
reference; $25 to start. Address “Con- 
scientious, 2823,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, JEWELER, 12 years’ 
experience at bench, good estimator, 
capable of taking full charge of depart- 
ment and producing results; age 27, 
single; convincing reference. Address 
“W., 2819," care Jewelers’ Circular- 
Keystone. 


TRAVELING SALESMAN, high class 
man, has wide acquaintance among 
wholesale, department and retail stores 
from coast to coast; experience, person- 
ality and initiative ; middle aged; draw- 
ing account against commission de- 
sired. Address “A,, 2848,” care 
Jewelers’ Circular-Keystone. 





A-1 COMBINATION MAN wishes posi- 
tion June list; 20 years’ experience; 
fine watchmaker, jeweler, engraver, dia- 
mond setter, good salesman; long ex- 
perience, railroad inspection; unusual 
ability; young, neat; highest of refer- 
ences; state best. salary. Address 
“Watchmaker,” Elk Creek, Nebraska. 





EXPERT letter and monogram, etc., en- 
graver, English born, 25 years’ retail 
store experience in U. S. A. as sales- 
man, repair department management, 
clock repairing, window dressing ; high- 
ly recommended; good personality. Ad- 
dress “O., 2803,” care Jewelers’ Circu- 
lar-Keystone. 





JEWELER AND PAWNBROKER, ab- 
solutely first class all around mechanic 
on special orders and repairs, also 
some setting: executive ability taking 
charge of departments; 30 years’ ex- 
perience ; wishes to hear from reputable 
concerns offering a steady position any- 
where; Al references. Address “P., 
2872,” care Jewelers’ Circular-Keystone. 





EXPERT WATCHMAKER, age 29, capa- 
ble of taking full charge of exclusive 
retail jewelry store, can wait on trade, 
give estimates, and also do jewelry re- 
pairs and stone setting, when customer 
wishes to wait; responsible, efficient, 
conscientious; references; will go any- 
where. Address “P., 2770,” care Jewel- 
ers’ Circular-Keystone. 





EXPERT watchmaker, salesman, esti- 
mator, single, age 32, honest, intel- 
ligent, capable and industrious; first 
class work on all grades; real sales 
ability; pleasant personality; not 
afraid of responsibility; fine store 
only; South preferred; salary $50, 
and worth it. Address “S., 2816,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, BOOKKEEPER, 15 
years’ experience manufacturing, whole- 
sale and retail jewelry, wait on trade, 
understands jewelry business from 
every angle, desires position; can fur- 
nish Al references; salary optional; 
take care of special order work and 
repairs. Address “A., 2869,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, 20 years’ experience in the 
capacity as manager, buyer and sales- 
man, familiar with all details pertain- 
ing to retail jewelry business; Al ref- 
erences as to ability. honesty and 
character. Address “O., 2863,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, alert, dependable, 29, now 
living in New York, eight years’ ex- 
perience in the watch importing field, 
seeks position with watch house, whole- 
sale or retail jewelry house. Address 
“P., 2866,” care Jewelers’ Circular- 
Keystone. 





CERTIFIED WATCHMAKER (H.I.A.), 
15 years’ experience, all makes, A-1 
mechanic, conscientious, reliable; per- 
manent position with first class firm 
where high grade workmanship is ap- 
Preciated: salary or commission. 
Address “‘A., 2675,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, married, neat appearance; 
15 years’ experience in high class watch 
work and expert engraving, eight years 
on present job, desires connection with 
high class firm in city of 300,000 or 
more, preferably New York City. Ad- 
dress ‘“M., 2766," care Jewelers’ Circu- 
lar-Keystone. 








MANAGER, CREDIT STORE, 18 years’ 
experience retail jewelry industry, ex- 
tending to every possible phase of retail 
credit business, embracing _ selling, 
supervision of credits and collections, 
writing newspaper displays as well as 
creating new sales ideas, trimming ef- 
fective window displays and purchas- 
ng; fine references. Address “N., 

2694,” care Jewelers’ Circular-Keystone. 





CREDIT STORE EXECUTIVE, 11 years 
with New York’s largest credit chain 
as collection, credit and store manager ; 
Al salesman, sales creator, excellent 
window trimming ideas, dynamic per- 
sonality, prepossessing appearance, col- 
lege education; salary secondary; not 
adverse to traveling. Address “A., 
~ care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, JEWELER, engraver, 
diamond setter; high class combination 
workman capable producing close tim- 
ing on high grade work and accurate 
workmanship on small bracelet watches; 
repair all types of clocks; neat appear- 
ance, clean habits, accustomed to meet- 
ing the best class trade; thoroughly 
capable assuming responsibility; age 
38, married; complete equipment; pre- 
fer South or Southwest. Address “S., 
2799,” care Jewelers’ Circular-Keystone. 





SALESMAN, executive type, wide ac- 
quaintance with wholesale and retail 
jewelry and department store trade 
in middle, Southwestern and Pacific 
Coast States; thorough training and 
knowledge of distribution and ad- 
vertising ; Christian, married, age 38 ; 
formerly sales manager of National 
concern; here’s your chance, $7,500 
man for half the price; salary or 
commission with drawing account; 
exceptional reference. Write Kreke- 
ler, 1369 Covedale, Cincinnati, Ohio. 








Lines Wanted. 


Minimum charge (25 wards) $1.50 
Additional words, 5 cents a word 








SALESMAN with extensive following in 
greater New York and East, handling 
gold line, wishes non-conflicting line. 
Address “D., 2846,” care Jewelers’ 
Circular-Keystone. 


ESTABLISHED CONCERN in Chicago, 
years of experience and acceptance 
among retail jewelers, desires manu- 
facturer’s line on straight commis- 
sion basis for Middle West. Address 
“Circular, 117”, Room 1205 Hey- 
worth Bldg., Chicago. 


EXPERIENCED silver salesman wants 
imported English plated hollowware or 
domestic made reproduction plated hol- 
lowware line, featuring design and 
quality rather than price, to sell South- 
ern jewelers in conjunction with pres- 
ent line fine sterling ; commission basis. 
Address “P., 2771,” care Jewelers’ Cir- 
cular-Keystone. 














Hide Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN, with established trade, for 
excellent popular price Swiss watch 
line; give full details. Address “D., 
2784,” care Jewelers’ Circular-Keystone. 


SALESMAN, calling on the jobbing and 
department store trade, desiring a fast 
selling line of leather watch straps; 
large territories open. Address “A., 
2599,” care Jewelers’ Circular-Keystone. 


SALESMAN calling on jewelers, gift 
shops, department stores, to carry bead 
costume jewelry as side line; refer- 
ences; state territory covered. N. E 
Johns, 9 W. 4th St., Cincinnati, Ohio. 


MANUFACTURER’S LINE of gold wed- 
ding rings, chased and engraved, to the 
better retailer; Southern territory. 
von? Raeburn, 40 West 48th St., New 

ork. 


SALESMAN WANTED to carry line of 
rhinestone jewelry to jewelers, ft 
shops, department stores; give in detail 
territory covered, also references. Ad- 
dress “K., 2764,” care Jewelers’ Circu- 
lar-Keystone. 


CHROMIUM HOLLOWWARE side line 
salesmen wanted for Southern and 

















Pacific territories; have six “hot” 
numbers for jewelry and department 
stores. Address “D., 2881,” care 


Jewelers’ Circular-Keystone. 


TRAVELING SALESMAN to carry a 
manufacturer’s popular priced mount- 
ings and semi-mounted platinum ring 
line; give full particulars in first letter. 
Address “F., 2849,” care Jewelers’ 
Circular-Keystone. 


SALESMAN TO CARRY A LINE of gold 
Plated cigarette cases with leather 
panel, calling on department stores, 
ewelry and gift shops, on commission 
asis; state territory. Address “B., 
— care Jewelers’ Circular-Key- 

one. 


(Continued on page 122) 
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Special Notices 


(Continued from page 121) 








SIDE LINES—Continued 








SALESMAN, covering all territory East 


of Kansas City, handle most out- 
standing line gold ring ensembles; 
must have entree to credit stores; 
state experience, connections. Ad- 
dress “‘C., 2880,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN to carry popular priced line 


of Swiss watches on commission basis 
as a side line for Chicago and sur- 
rounding towns, Missouri and_ sur- 
rounding States, Minnesota and adjoin- 
ing States. Address “C., 2845,” care 
Jewelers’ Circular-Keystone. 





MANUFACTURER of novelty hand 


plaited belts and new coat lapel plaited 
watch chain desires salesman contact- 
ing men’s jewelry trade; liberal com- 
mission to salesman with best contacts. 
Waverly Post Office, Box 1, Baltimore, 
Maryland. 





SALESMAN WITH FOLLOWING _in 


Middle West and South to carry fine 
line of ladies’ and men’s gold ring 
mountings as side line; commission 
basis; state experience and reference; 
Chicago manufacturer. Address “G., 
2855,” care Jewelers’ Circular-Keystone. 





EXPERIENCED SALESMEN for an out- 
standing line of Swiss watches in vari- 
ous territories; the line is attractive 
and competitively priced, and merchan- 
dising aid for the jeweler, including 
displays, newspaper advertising cam- 
paigns, and other helps are available; 
only experienced men with established 
trade who already have one or more 
other lines are wanted. Address “B., 
2870,” care Jewelers’ Circular-Keystone. 





IMPORTER’S LINE of mounted diamond 
rings of outstanding design, closely 
priced and with attractive display and 
advertising material is available for 
men with established trade in various 
parts of the United States; only men 
with established territories who al- 
ready have one or two other lines and 
who are prepared to aggressively pro- 
mote the sale of an outstanding line 
will be considered. Address “H., 2856,” 
care Jewelers’ Circular-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word ° 








LAPIDARY, all around mechanic; state 
age and salary. Address “N., 2862,’ 
care Jewelers’ Circular-Keystone. 





WANTED, experienced watchmaker ; 
married man preferred; state salary 
desired. Jay Jewelry Co., Inc., Sche- 
nectady, N. Y. 





SALESMAN, located in Chicago to cover 


retail trade in Middle West. with a gen- 
eral line of popular priced 10k and 14k 
jewelry, including rings; commission 
basis; give full particulars in first 
letter, with names of lines now han- 
dled. Address “F., 2851,” care Jewelers’ 
Circular-Keystone. 





SALESMAN to carry well-known estab- 


lished line, solid gold and gold-trimmed 
sterling silver genuine cameo rings, 
New England States, New York, Penn- 
sylvania, in combination with one non- 
conflicting line; give full details. Ad- 
dress “Q., 2812,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN to represent New York man- 


ufacturer in various territories, calling 
on jewelers and department stores, to 
carry side line attractive metal and 
leather watch bands, popular priced, 
very liberal commission arrangements ; 
state age, experience, territory covered 
and lines now carried. Address “G., 
2836,” care Jewelers’ Circular-Keystone. 





SALESMEN having following with re- 


tailers, to sell a marufacturers line of 
fine quality leather watch straps, also 
popular priced méetal watch bracelets, 
direct to the retailer; prefer men who 
are now carrying a wrist watch line 
and travel by auto; write giving full 
information. Address “F., 2834,” care 
Jewelers’ Circular-Keystone. 





SALESMAN WANTED to carry line of 


medium priced perfect diamond 
bunch rings of the better grade, also 
diamond wedding rings, for South- 
ern or Southwestern territory; com- 
mission basis only. Address “M., 
2809,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN, an opportunity for the right 


man to be connected with a large firm, 
to carry a profitable line of 14kt. gold 
and platinum jewelry in precious and 
semi-precious stones; only Al man with 
good references and experience need ap- 
ply ; state territories and lines that you 
are yp gs | at present. Address “C., 
2875,” care Jewelers’ Circular-Keystone. 





SALESMAN who wishes to carry a side 


line on a strictly commission basis; no 
drawing account; the line consists of 
very beautiful and finely constructed 
merchandise, wedding rings, mount- 
ings, etc.; a wonderful opportunity; 
mention States in which you are inter- 
ested and best known; must be a sales- 
man having a good following: give in- 
formation in detail when making reply. 
Address “C., 2751,” care Jewelers’ Cir- 
cular-Keystone. 


WANTED, retail jewelers and salesmen 
to sell medals and school and college 
pins, keys, charms; lowest priced qual- 
ity medal line in country. L. Berger 
Co., 79 Fifth Ave., New York. 





WATCHMAKER WANTED; single man 
who can do good work and wait on 
trade; must come well recommended; 
permanent position. Address L. J. Will, 
Iron Mountain, Mich. 





WANTED, combination watchmaker and 
optometrist ; permanent position; state 
salary expected, age and nationality in 
first letter. Frank Hyde Jewelry Co., 
Sioux Falls, S. D. 





WATCHMAKER, who is a Wisconsin 
graduate optometrist; permanent posi- 
tion; send references with, application. 
Address “G., 2756,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, experienced, Al. all 
around mechanic; state qualifications, 
age, experience, salary expected; North 
Jersey. Address “O., 2769,” care Jewel- 
ers’ Circular-Keystone. 


YOUNG WATCHMAKER WANTED 
about June ist for summer and fall 
months; salary based upon ability to 
get out good work. C. L. Chickering, 
Hillsboro, N. H. 








COMPETENT OPTOMETRIST, West Vir- 
ginia registration; permanent position 
to right party; state full details in your 
application. Address “B., 2780,” care 
Jewelers’ Circular-Keystone. 





SALESMAN to handle prominent ring line 
with one or two non-conflicting lines, 
on commission basis; state experience, 
references and territory. Address “J., 
2788,” care Jewelers’ Circular-Keystone. 





ASSOCIATE watchmaker and seenier to 
assume responsibility of jewelry manu- 
facturing and store sales; state experi- 
ence fully; fine opportunity for right 
man. Address “E., 2785,” care Jewelers’ 
Circular-Keystone. 





NEW YORK FIRM wants order-filler 
and packer, with previous experience 
in watch material house; give full in- 
formation and salary wanted in first 
letter. Address “X., 2820,” care Jewel- 
ers’ Circular-Keystone. 








RING MAKER, experienced on gold and 
platinum ladies’ mountings, must have 
ability to make samples and assist fore- 
man; state age, experience and salary; 
excellent ge tee Bardach an 
— 19 . South St., Indianapolis, 
nd. 


TO SELL Paulson Time Micrometers that 
give 24 hour rating in one minute's 
time; a boon to the trade; Eastern ter. 
ritory and some of the larger Cities 
open. Write Henry Paulson & Co,, 37 
S. Wabash Ave., Chicago, III. 





SALESMAN WANTED, New York City 
and surrounding territory; large dig. 
mond platinum watch and jewelry line: 
young man with following and knowl. 
edge of line preferred. Address “), 
3746.” care Jewelers’ Circular-Key: 
stone. 








OPPORTUNITY FOR A YOUNG MAN 
with pleasing personality and appear. 
ance, first class store; salesman, en- 
graver, also some knowledge and ex. 
perience in watch work. Reply with al) 
particulars to W. G. Spies Co., Steuben. 
ville, Ohio. 





SALESMAN _ covering New England, 
Eastern, Southern territory, for gold 
zircon jewelry ; commission basis; may 
carry another line; must have follow- 
ing with department stores, better 
jewelers. Morris Kaysen, 740 Sansom, 
Philadelphia, Pa. 





SALESMAN WITH FOLLOWING 
amongst retail jewelers to represent old 
established reputable ring manufac- 
turer; liberal weekly advancement; all 
territories open; state your territory, 
Address “K., 2789,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN; several territories open to 
salesmen with or without car; must 
have good following among department 
stores and well rated jewelers, for a 
popular priced Swiss watch line. Ad- 
dress “E., 2833,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED, MANUFACTURING jeweler 
(American), in the State of Ohio, age 
30 or over; if interested in a future 
such as assisting foreman, if possessing 
this ability, reply giving information in 
detail in first letter. Address “M., 
2750,” care Jewelers’ Circular-Keystone. 





WANTED, REPRESENTATIVE, for a 
toilet ware line in celluloid and metal, 
to cover the Metropolitan district, on a 
commission basis; will allow a small 
weekly drawing account; must own an 
automobile. Apply to Pereline Works, 
665 Newark Ave., Jersey City, N. J. 


WATCHMAKERS AND JEWELERS 
wanted for trade shop; also combina- 
tion watchmakers and engravers; must 
be good on both Swiss and American 
watches, also railroad watches; give 
full information in first letter. Ad- 
dress “B., 2879,” care Jewelers’ Circu- 
jar-Keystone, 


WANTED, REPRESENTATIVE for 
Western Coast, with a good following 
among jewelers and installment furni- 
ture houses, to carry a line of toilet 
ware in celluloid and metal, on a com- 
mission basis; after short trial, if sat- 
isfactory, will consider a weekly draw- 
ing account. Reply to Pereline Works, 
665 Newark Ave., Jersey City, N. J. 


EXCELLENT OPPORTUNITY for ex- 
perienced salesman; well known New 
York wholesale house carrying Ameri- 
can watches, clocks and silverware, has 
New York State, Pennsylvania and 
Southwest territories open; applicants 
must have good followings; references 
required. Address “D., 2832,” care 
Jewelers’ Circular-Keystone. 

















WELL KNOWN IMPORTER of Swiss 
watches seeks experienced and capable 
salesmen for the South, Southeast and 
Middle West; if you have a following 
and can produce volume business, this 
is a real opportunity; correspondence 
confidential; drawing account against 
commission. Address “C., 2783,” care 
Jewelers’ Circular-Keystone. 





FIRST WATCHMAKER, engraver, sales- 
man, good all around man, one with 
optical experience preferred; age 30 to 
40, with city store training; wage, $150 
per month; good opportunity for ad- 
vancement; position permanent: lead- 
ing jewelry store in city of 30,000; 
store experience, reference and descrip- 
tion with application. Davis & Sons, 
Great Falls, Montana. 
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HELP WANTED—Continued 
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SALESMAN WANTED by prominent 
manufacturer of popular priced 
jewelry to contact Southern retail 
trade; drawing account and com- 
mission; state previous experience 
and give references; include photo- 
graph which will be returned. Ad- 
dress “A., 2873,” care Jewelers’ Cir- 
cular-Keystone. 








for Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY STORE established 40 years 
in New York; death reason for selling; 
cheap rent, pleasant living apartment. 
242 West 116th St., New York. 


FOR SALE, only jewelry store in county 
with complete watch repair tools and 
materials, good fixtures. Mrs. Frank 
Eastman, Petersburg, III. 


WELL ESTABLISHED jewelry store in 
manufacturing town of 8500; good 
money-maker; priced right for quick 
sale. C. L. Fuller, Ionia, Mich. 


JEWELRY STORE with or without stock, 
cheap, established 14 years in Nebraska 
city of 10,000; good business, good lo- 
cation, cheap rent, lots of repairing. 
Address “O., 2796,” care Jewelers’ Cir- 
cular-Keystone. 


TWENTY YEARS’ ESTABLISHED 
jewelry business, over $8,000 stock, 
over $4,000 fixtures and materials; 
$5,000 net will buy the place; location 
near Post Office. W. G. Young, 1207 
State St., Santa Barbara, Cal. 


JEWELRY STORE, established 14 years, 
repair work pays all expenses; new 
modern fixtures; can reduce stock; liv- 
ing quarters; retiring on account of 
health. M. Kukkonen, 31-12 Broadway, 
Long Island City, N. Y. 


WELL ESTABLISHED jewelry store in 
Bronx, N. Y. busy section; low 
rental; modern fixtures: with or with- 
out stock; rare opportunity; good rea- 
sons for selling. Address “T., 2814,” 
care Jewelers’ Circular-Keystone. 























ONLY JEWELRY STORE and repair 


business in Southern town of 3500 and 
good surrounding territory; railroad 
inspection; $2,000 will buy; reason, to 
enter optical business. Address “E., 
hl care Jewelers’ Circular-Key- 
stone. 





FOR SALE, one of the finest jewelry 
stores in Kansas City, Mo.; well estab- 
lished; a very fine stock, solid walnut 
fixtures; invoice market price $10,000; 
will sacrifice for cash; going in the ex- 
clusive optical business. John Medni- 
kow, 1233 Walnut St. 





JEWELRY AND OPTICAL STORE es- 


tablished 15 years; only jeweler in town 
of 8000 povulation, eastern Pennsyl- 
vania; excellent for watchmaker and 
optometrist; stock and fixtures, $3,500. 
Address “G., 2685,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY STORE in Western town of 


40,000; ideal buy for man needing 
healthful climatic conditions, yet wish- 
ing to remain active; latest fixtures, 
clean stock; consider reasonable offer. 
Address “D., 2876,” care Jewelers’ 
Circular-Keystone. 


JEWELRY STORE established 35 years; 


great sacrifice for cash; leading store 
in college town, large tobacco center, 
Central Kentucky; best reputation; 
up-to-date stock; store in excellent 
financial condition; illness reason for 
selling. For further information ad- 
dress “A., 2842,” care Jewelers’ Circu- 
lar-Keystone. 


POCKET SCALES for weighing silver ; 
Salters Jewelers Balances, made in 
England; 100 ounce size $7; 200 ounce 
size $7.50; as a special offer this month 
we will send you a i00 ounce scale in 
exchange for 8 ounces of sterling flat- 
ware (Gorham or Tiffany); one to a 
dealer. Landgraf Company, 503 Park 
Ave., New York. 





FOR SALE, well established, good pay- 


ing watch repair store in Western 
Massachusetts city of 60,000; steady 
flow of work; low rent; owner going 
abroad; excellent opportunity; in- 
vestigation invited. Address “T., 
2776,” care Jewelers’ Circular-Key- 


stone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


UNREDEEMED American watches; 16 
size 992-21J. Hamilton and 21J. Bunn 
Special’s in gold filled cases, $11; 16 
size, 19J. Bunn Special and Elgin’s in 
new chrome cases $8; 16 size, 17J. 
Elgin and Waltham in new cases, H 
12 size, 17J. Elgin and Waltham in new 
cases, $5.50; 7J. men’s strap watches, 
Elgin and Waltham, new cases and 
dials, $4.50; bargain in diamonds; write 
for our prices. Nicollet Watch Co., 531 
Andrus Bldg., Minneapolis, Minn. 








Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








50 BROKEN-UP MOVEMENTS, Ameri- 


can and Swiss, to be used for material, 
for $5. B. Lowe, Wolverine Hotel, De- 
troit, Mich. 





ENGRAVING BLOCK, REX, with at- 


tachments, like new, $20, cost $48. 
F. W. Potter, 516 Exchange Bidg., 
Memphis, Tenn. 





QUANTITY of unused grey flannel flat- 


ware rolls, available because of change 
in style. Black, Starr & Frost-Gorham, 
5th Ave. and 48th St., New York. , 





WATCHMAKER, write today for free 


circular on the new book, ‘Modern 
Methods in Watch Adjusting.” Harold 
“Kelly, B 1009 33rd Ave., Spokane, Wash. 





BURGLAR PROOF SAFES, _ formerl 


owned by The Wendel’s, 5th Ave. 
39th St., New York. Acme Safe Co., 42 
W. 29th St., New York. Telephone 
Bogardus 4-3252. 





FOR SALE, two beautiful antique hand 


carved walnut wall cases: if interested 
will be glad to forward photos for your 
information. Address “‘M., 2619,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKERS’, jewelers’, engravers’, 


optical tools and material, 50 to 75 per 
cent discount, sold on money back 
guarantee; send for big list. Ralph 
Simpson, Boone, Ia. 





SHOP EQUIPMENT, benches, polishing 


dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces. scales, safes, bot- 
tom prices: favorable terms. Leiman 
Bros.. 152 Christie St., Newark. N. J.. 
and 23 Walker St.. New York. 





INACTIVE COMMUNITY SILVER, 


Hampton Court, Patrician, Adam, Bird 
of Paradise, Paul Revere, Baronet, 
Queen Bess, Enchantment, Mary Stuart, 
Dutchess. C. E. Demarest & Sons, 68 
Nassau St., New York. 





AMERICAN REBUILT WATCHES, eom- 


plete or movements 7 to 23 jewel 
grades standard makes; we buy your 
surplus watches: check by return mail 
same day as received: get our prices on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 





MODERN mahogany finish jewelry fix- 


tures, complete set-up, central horseshoe 
effect, five wall and five counter cases, 
office furniture and bench partitions; 
beautiful light fixtures, two ceiling fans, 
two safes, and cash register. Mrs. 
Charles W. Fleming, 1811 So. Twenty- 
third St., Lincoln, Nebraska. 





EVERY EFFORT is made by The Jewelers’ 

Circular to keep its advertising columns 

clean. Advertisers under Business Oppor- 

tunities, etc., must furnish trade refer- 

ences. Announcements must vy the strict 

— requirements of The Jewelers’ 
rcular. 





DO YOU WANT CASH for any part of 
your stock or stock and _ fixtures? 
Write or wire S. Siegel & Co., Keith 
Theatre Bldg., Cincinnati, Ohio. 


ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, 37 Cornhill, 
Boston, Mass. 


EDWARD R. TYLER, established jewel- 
ry auctioneer for 25 years; references 
furnished; we also supply buyers for 
retail jewelry stores; correspondence 
confidential. Address 6237 Champlain 
Ave., Chicago, Ill. 











GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash our direct outlet 
enables us to pay you higher prices: 
bank and trade references of the 
highest character. Write 37 Maider 
Lane, New York. Telephone John 3454 





NATIONALLY KNOWN ae auc- 
tioneer; my method will please the 
jewele.: and his customers; a successful 
sale guaranteed; also I pay the highest 
prices for stores: write me before you 
sell. Wm. N. Johnston, Orchard St., 
Sharon, Pa. 





OPTOMETRIST having own equipment 
seeks connections with a New Jersey 
credit house; one with several thou- 
sand active accounts preferred. Ad- 
dress “A., 2841,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED; watchmaker and optometrist 
wants to buy interest in established 
paying jewelry store; 20 ears at 
bench; best of references. Address “H., 
2758,” care Jewelers’ Circular-Key- 
stone. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
(or send surplus stock and get cash 
by return mail); best references. 
Colmes Brothers. 11 Beacon St.. 
Boston. Mass. 





aRE YOU GOING OUT OF BUSINESS? 


OLD OR INACTIVE FLATWARE; But- We pay highest cash value for entire 





2 FS ..9 a= |. & 


ee * 


JEWELRY, GIFT AND REPAIR business 
for sale near Norris Dam; reason for 
selling, other business; will invoice; 
large territory to draw trade from; 
well advertised; rent reasonable: opti- 
cal would also pay well here. Address 
ae 2791,” care Jewelers’ Circular-Key- 

one, 





tercup, Kings, Louis XV, Chesterfield, 
Lily, Bridal Rose, Frontenac, Imperial 
Chrysanthemum, Lancaster, Lily of the 
Valley, Luxembourg, Norfolk, Stras- 
bourg, St. Dunstan, Olympian, Vine, 
Wave Edge, Tiffany Chrysanthemum 
and others. Landgraf Company, 503 
Park Ave., New York. 


stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erence of the highest order. Van 
Praag & Co., 718-720 Broadway, New 
York. established 1889. 








(Continued on page 124) 
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BUSINESS OPPORTUNITIES—Cont. 








LONDON PRECIOUS STONE firm 
wants representatives in principal 
manufacturing cities to sell oriental 
precious stones, mostly star sap- 
phires, zircons, on consignment; ac- 
tive agents only with sound refer- 
ences. Address “N., 2793,” care 
Jewelers’ Circular-Keystone. 





HIGHEST CASH PRICES PAID for al) 
or part of your jewelry stock, with or 
without fixtures; we have bought ou' 
and liquidated leading jewelry con- 
cerns; communicate with us withou: 
obligation; established 36 years, same 
address. Brooklyn Purchasing Syndi- 
cate, Frank Walker, Proprietor, 610 
prpeewey, Brooklyn, N. Y. Telephone : 
Pulaski 56-1798. 





A VERY VALUABLE ASSET; Rund- 
back, former retail jewelry store pro- 
prietor, known by millions and mil- 
lions, under the trade name of 
“Rundbacks” throughout Greater 
New York, wishes to connect with 
concern that can capitalize on this 
trade name, together with his ser- 
vices. Address “A., 2840,” care 
Jewelers’ Circular-Keystone. 





GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence ; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out, 
otherwise ship F ptm’ surplus goods and 
receive cash. ordon Bros., 18 Prov- 
ince St., Boston, Mass. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, coin silver spoons, articles, 
odd pieces, sterling silver, trays, tea and 
coffee sets, complete, or part. Trois, 65 
Wall St., Norwalk, Conn. 





SPOT CASH FOR WATCHES, used 
watch cases, mountings, rings, move- 
ments; highest prices paid; shipments 
held intact pending your approval. 
B. Love, Wolverine Hotel, Detroit, Mich. 





WANTED, HYDRAULIC PRESS, ap- 
proximately 500 tons, complete with 
pump, suitable for hobbing; give de- 
tails. Address “J., 2762,” care Jewelers’ 
Circular-Keystone. 





WANTED, Webster-Whitcomb model 
slide rest pivot polisher or milling fix- 
ture; Webster-Whitcomb chucks; give 
full description. Harold Kelly, E. 1009— 
33rd Ave., Spokane, Wash. 





CASH BY RETURN MAIL for surplus 
stocks, watches, diamonds, rings, 
jewelry, movements, cases, etc., any 
condition; postage prepaid. Oscars, 
= Washington St., No. 1004, Boston, 

ass. 





WANTED, sterling or coin silver spoons, 
tea or coffee sets, trays or odd pieces, 
flatware and Sheffield trays, highest 
cash prices paid; shipment held intact 
pending your approval. - Dixie -—Loan 
Office, 225 King St., Charleston, S C.. 





CASH PAID IMMEDIATELY for ladies’ 
and men’s movements and 
eases; shipments held pending your 
approval. N. Gordon, 769 Lindley 
St., Bridgeport, Conn. References: 
First National Bank. 


Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCH REPAIRING FOR THE TRADE; 
workmanship and service guaranteed; 
also jewelry repaired. George A. Woods, 
51 Maiden Lane, New York. 


SHND ALL YOUR WATCH REPAIRS to 
the Factory P. Tieche, 95 Nassau St., 
New York, N. Y., repairs and mate- 
rials: quick mail service. 


RELIABLE WATCH REPAIRING up to 
a standard; quick service for mail orders. 
+o, Cherin Co., 104 Fifth Ave., New 

ork. 


FOR QUICK SERVICE and skilled work- 
manship send your wattch work to Ed- 
ward Herzberg, 809 Greenleaf & Crosby 
Bldg., Jacksonville, Fla.; satisfaction 
guaranteed. 


GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince, S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago. Ill. 


EXPERT CLOCK REPAIRING; we re- 
air all kinds of electric clocks, chime, 
rench, ship clocks, etc.; satisfaction 

guaranteed. Supreme Clock Repair Co., 
80 Nassau St., New York. Tel. Beek- 
man 3-8271. 


HAIRSPRING VIBRATING by Swiss ex- 
pert; flat 60c.; Breguets $1; send bal- 
ance wheel, balance bridge, stud and 
collet; quick service. Louise Chetelat, 
4 # 48th St., New York. Tel. Bryant 























WE REPAIR EVERYTHING in watches 
and jewelry ; we make parts for com- 
plicated watches, and make special 
order jewelry. United Watch & 
Jewelry Repair Co., 539 Arcade 
Bldg., St. Louis, Mo. 


HIGH CLASS watch sepaizing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod. 
erate; excellent references furnished 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 19 Cliff St 
New York. 


MASTER REPAIRERS and Rebuilders of 
antiyue and foreign clocks; cutters of 
wheels, pinions, barrels, etc.; experi- 
mental work and models made; French 
clock material, mainsprings, suspen- 
sions, buchons and taper pins; dials and 
dial painting. Greenwich Clock and In- 
strument Co., 2 W. 47th St., New York. 


ACCURATE HAIRSPRING vibrating 
flat, 65 cents; breguet, $1; send wheel 
and bridge; this price applies to all 
makes and sizes; we unconditionally 
guarantee our hairspring vibrating to 
run from on time to within three 
minutes a day; also balance staff fit- 
ting, $1; try us once and judge for 
yourself. The H. & T. Steffes Co., Box 
711, Springfield, Tl. 

















Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





SILVERSMITHING; small shop in New 
Jersey wants work; we specialize in 
sterling silver cigar, cigarette and jewel 
boxes, frames and flat and square wares; 
we can handle all kinds of silversmith- 
ing and hard soldering. For further in- 
formation address “A., ‘2592,’’ care 
Jewelers’ Circular-Keystone. 








FOR FINE JEWELRY REPAIRING ang 
watch repairing, special jewelry re. 
modeling; send all in one shi 
save on mail charges. Hasenj 
Bros. Jewelry Co., 537 Arcade B 
St. Louis, Mo. 


Engraving for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








ENGRAVING FOR THE TRADE; 2% 
hour service on regular work; specia} 
design work solicited; send us your 
next engraving job. C. W. Toms 
Berkeley Springs, W. Va. , 








To Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word, 








FOR EVERY gear watch, gold-filled 
case you send us we will send you a 
new chrome case of the same size, 
B. Lowe, Wolverine Hotel, Detroit, Mich, 





FOR SALE OR EXCHANGE—used move- 
ments, Elgin, Waltham, Illinois, Hamp- 
den; 16 or 18 size 15 J., $1.50; 7 J., $1; 
12 or 3/0 size 15 J., $2; 7 J., $1.50; 6 
size each 40 cents; Swiss Movement, any 
size, 50 cents; send check, scrap or we 
will ship C.O.D.; scrap vs. movements: 
for one pound of gold-filled scrap troy 
weight we will send a selection of 25 
of the above movements, or for one- 
half pound we will send 12 movements; 
satisfaction guaranteed. B. Lowe, 
Wolverine Hotel, Detroit, Mich. 








To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








TO SUBLET SPACE with diamond setter, 
suitable for engraver, watch repairer 
or store dealer; good light; reason- 
able. Inquire Steinhofer & Haenelt, 
Room 1101, 48 W 48th St., New York. 








Wanted To Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








WANTED, A LOCATION in New York 
State, in high class section suitable for 
a watchmaker and optometrist. Ad- 
dress “F.. 2753.” care Jewelers’ Circu- 
lar-Keystone. 








##liscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. : Polachek, 
1234 Broadway, New York. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS! increase’ your ability 
through the highly recommended 
books: ‘“‘Rules and Practice for Adjust- 
ing Watches” and ‘Practical Balance 
and Hairspring Work’’; circulars free. 
Walter Kleinlein, Waltham, Mass. 
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Bureau of Standards Offers Proposed Marking 
Standard for Silver Combined With Gold 


(From page 85) 


ards as a matter to be decided in the acceptance form sent 
to the industry. However, a subsequent review by the 
National Bureau of Standards revealed the fact that qual- 
ity marks themselves do not indicate any particular process 
of manufacture, and it is doubtful whether such a para- 
graph is defensible on a factual basis. This is not the con- 
dition in the standards of gold-filled and rolled gold plate. 

Under motion made by Mr. Otis is was provided that 
except where the fractional prefix is % or higher, the karat 
mark may directly precede the sterling mark. ‘This was 
defeated, but it is also included in the matter offered to the 
trade for acceptance or rejection. 

Some typographical changes were made in the fractions 
to be included when the minimum weight was changed 
from 1/5 to 1/20; also a new paragraph to permit the 
mark to also include a fraction representing the proportion 
of weight of alloyed gold to the weight of the entire metal, 
if desired. 


New PARAGRAPH INSERTED 


On the motion of Mr. Otis a new paragraph was in- 
serted to cover exemptions recognized in the jewelry trade 
and the optical trade the same as is covered in the standard 
for “rolled plate,” and on the motion of Mr. Vennerbeck 
the effective dates as to the operation of the standard were 
settled as follows: For new productions, July 1, 1935; 
for clearance of existing stocks, July 1, 1936. 

The same standing committee for Commercial Standards 
CS47-34 (covering gold-filled and rolled plate) was ap- 
pointed, except that the following were added: Col. 
Charles J. Dieges, New York, and H. A. Niven of L. G. 
Balfour Co., Attleboro. 

As it is now offered for acceptance the proposed stand- 
ard provides that on articles made of 10 karat gold or bet- 
ter, combined with sterling silver, a quality mark may be 
applied where the two metals are so combined that they 
are not visually separable and easily distinguishable one 
from the other. These marks where the article is less 
than one-half gold may be marked “Sterling and” or 
“Sterling +,” followed by a fraction representing the 
proportion of the weight of the alloyed gold to the weight 
of the entire metal of such article. 


SPECIFICATIONS FOR GOLD CONTENT 


But first the gold must be 10 karat or better and more 
than 1/20 of the entire weight. The mark so applied shall 
have the karat fraction follow the sterling mark. No 
article containing metals other than sterling silver or gold 
shall have applied to them any quality marks as provided. 

Every article marked according to this proposed stand- 
ard must, in addition, have a trademark adjacent immedi- 
ately to the quality mark and equally visible. The trade- 
mark must be one applied for or registered under the laws 
of the United States and cover the manufacturer or seller 
of the article. 

Articles bearing the above qualities may be marked with 
a card or label and 

“The Company guarantees this Silver and Gold Article to be 
marked for quality in strict accordance with Commercial Standard 


as issued by the U. S. Department of Commerce and approved by the 
American Standards Association” (if the latter is the fact). 
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Sell Trophies for Profit 
(From page 61) 


will be many individual letters which will have to be 
worked out, patterned on the same selling appeal, but 
appealing specifically to a particular type of market. There 
are the horse shows, the dog shows, the county fairs, air- 
plane meets, model airplane contests, baby parades, beauty 
contests, bowling, squash, and many other less important 
occasions too numerous to mention. 

If space will permit, and if you think the trophy busi- 
ness can develop into something important for your store, 
it would be well to devote a portion of one of your win- 
dows to dramatizing these articles. Photographs of ath- 
letic events always hold widespread interest. A giant 
enlargement of a picture of an outboard motor race, or 
a sprinter breaking the tape at the finish, are dramatic 
scenes which would form attention-getting backgrounds 
for an attractive display of trophies. A copy card in the 
window should again stress the idea of complete price 
range and selection. 

Jewelers who have been unusually successful in selling 
trophies have found it imperative to spend much of their 
time in the field, making friends with the secretaries of 
the clubs, and contacting committeemen, indicating that 
in the last analysis personal contacts are the most impor- 
tant feature in selling trophies. However, such efforts 
should never be left without the support of direct mail, 
occasional newspaper advertising, and good window dis- 
play appeal. 

Dealers sometimes tend to overlook the possibilities in 
the sale of trophy shields as prizes in sales contests. Mod- 
ern sales management often lays great stress upon indi- 
vidual achievement among salesmen, and the jeweler who 
investigates this field may discover for himself a new and 
desirable market for shields and plaques. 

Too often the jeweler only associates the trophy with 
prizes for physical prowess and skill. There are many 
academic events in school life for which prizes are given— 
contests of a literary nature, scholarship trophies, and the 
like. Then, in the field of business, a chamber of com- 
merce may desire to give a trophy to the retailer who has 
the best window display. In this case the smart jeweler 
might sell the trophy to the committee, then win his own 
trophy back. 

New “Georgic” Pattern in Silver Plated Ware 


The merchandising appeal to be used in presenting to the 
public “Georgic,” the new Wm. Rogers & Son pattern of the 
International Silver Co., beginning with national advertising in 
July, will feature the desirability of moderately priced plated 
ware which has the characteristic beauty of fine sterling. This 
new pattern has a godroon decoration typical of the Georgian 
period. Other features are the same as those of the “Burgundy” 
pattern introduced last July, including heavy silverplate, heavy- 
weight blanks, new modeled handles and a new improved finish. 
These two patterns will both be featured in a summer and fall 
advertising campaign, starting in July issues of McCall’s and 
the Tower Publications, making a total of six magazines reach- 
ing 6,000,000 homes. 

The Georgic pattern will be ready for delivery to the retail 
trade by May 1. 








W. H. Hines, jeweler, of West Salem, Ohio, has a 
watch that has completed a run of over 5 years without ever 
stopping a second. This watch was cleaned and oiled on 
March 20, 1930, and at this writing is still running. Mr. 
Hines believes this is a record for a long run. 
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